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15 Cents a Copy, $3 a Year 


American President Lines, pro- 
moting round-the-world cruises, 
says, “No copy, no layouts, no 
deadlines—and your nearest client 
far, far away.” 

But unfortunately the radio is 
still working. 

i ‘ 

An irate AA correspondent de- 
scribes the new Packard as “a 
cockroach on wheels,” a descrip- 


| 
| 


tion which veteran Packard own- | : . 
| the governing board soon as di- 


ers will regard as nothing short 
of sacrilege. 


— SS 
A boy who proves right off the | 
bat that he deserves a chance of- | 


fers himself to a copy department 
yhich can use the services of a 
“copybrighter.” 
2 | 
“National League studies video’s 
ffect on baseball,” headlines the 
yorld’s greatest advertising jour- 
mal, while NL fans wish it would 
give more attention to the effect 
ff All-Star game losses on the 
Yational League. 
*- 7 ¥ 
The story says that two dog 
food manufacturers are offering a 
leash for a quarter and a couple 
of product labels, and it’s too bad 
he promotions were releashed at 
he same time. 
— a, a 
Grosset & Dunlap, who are pro- 
moting a new encyclopedic cook 
book, couldn’t have made a more 
ppropriate agency selection for 
he campaign than Sussman & 
Sugar. 
7 =. ¥ 
“You know,” the movie ad says, 
‘you are getting undisturbed audi- 


ough Proofs Barnes May Direct © 


Bureau; Stanford 
fo ‘Herald Trib 


New YorkK—Harold S. (Rusty) | 
Barnes, named acting director of 
the Bureau of Advertising, ANPA, 
last week following the resigna- | 
tion of Alfred B. Stanford, is ex- | 
pected to be chosen formally by | 
rector of the bureau. No date, | 
however, has yet been named for 
the board’s meeting. 

Mr. Stanford resigned, effective | 
Sept. 1, to become 2nd vice-presi- | 
dent and advertising director of, 
the New York Herald Tribune. | 


|He joined the bureau in Decem-| 


| 


| 
} 


of $50,000. 


neces who in darkened theaters | 


must focus their attention on a 
huge screen.” 

Some of the gals and boys seem 
o think otherwise. 

_-- Bee 

“Ralph Edwards crusades to get 
Hollywood on the map,” the news 
Story says. 

The movie columnists insist 
they put it there a long time ago. 
7 ¥-e 

3utter outsold by margarine in 
Cleveland, the Press market study 
discloses. 

Is that another argument for 
not repealing those taxes? 

~ = FF 

J. O. Peckham told the GMA, 
“Don’t promote a product unless 
i's really good.” 

If it isn’t, consumer promotion 
may turn out to be trade de- 
motion. 

vvwyY 

Seven hundred and eighty-eight 
brands of radio receivers are now 
extinct, says H. C. Bonfig, Zenith 
Vice-president. 

They made plenty of noise in 
the world, but not for themselves. 
vgv¥sey? 

“Now you can smoke and smile 
too” promises Iodent in its new 

advertising campaign. 

lf your girl smiles like Mona 
Lisa, it’s because she hasn’t found 
ou’ about Iodent. 

_ i Mey 

‘Vell, after all, things are a lot 
be ter than you may have thought. 
The Shotwell Mfg. Company is 
pu ting colored marshmallows on 
the market again. 


Copy Cus. 


| 


ber, 1945, as sales director of an | 
expanded program for newspapers 
based on the theme, “All business 
is local.” With retirement of Wil- 
liam A. Thomson as director on 


Harold Barnes 


Alfred Stanford 


May 1, after 34 years of service | 
to the bureau, he succeeded to 
that post, at an estimated salary 


Mr. Stanford began his adver- 
tising career in 1925: He became 
a partner in the former Paul Cor- 
nell Company in 1926, and a year 
later joined the Blackman Com- 
pany, ultimately becoming copy) 
chief and vice-president and a 
director of that agency. When the 
Blackman agency’s name» was 
changed to the present Compton 
Advertising, Inc., Richard Comp- | 
ton, Leonard Bush and Mr. Stan- 
ford became its principal owners. 
In 1942 he sold out his interest in 
this company and joined the Navy | 
as an officer. 


Succeeds Buggeln | 
At the Herald Tribune Al Stan- 
ford will succeed Robert F. Bug- 
geln as advertising director, serv- 
ing under William E. Robinson, | 
executive vice-president. Mr. 
Buggeln will be given other ex- 
ecutive duties with this news- 
paper. Mr. Stanford left a few 
days ago for a vacation trip to 
Europe. 
Mr. Barnes started in advertis- 
(Continued on Page 8) 


| 
Public Relations | 
defined very simply in | 
‘Salesense,’ Page 46. 
Other features: | 


CE Pee 12 
Advertising Market Place... . . 54 
Coming Conventions ........ - 
Creative Man's Corner... 22 
Department Store Sales. 26 
| MiB eS =. 12 
Getting Personal ......... ; 20 
Information for Advertisers. . 12 
In Washington .......... 30 
re 59 
Photographic Review ... . §3 
. ana . 48 
Voice of the Advertiser. . . 42 


| jeep. 


‘last year. Listings show that 1947 


| jeep trucks. Of this, $517,000 went | an 


| 
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New Soft Drink 


-____Instifute Plans 
= Big Ad Campaign 


Cuicaco—A national advertising 
| campaign aimed at consumer edu- 
GETS BIG BUDGET—This copy launches cation is being planned by a new 


} 


DICTAPHONE. gar oom 
|National Brands Soft Drink Insti- 
tute, which has been organized by 
16 major soft drink companies 
representing 2,500 independent 
bottlers. 

The president is Edward W. 
Mehren, president of the Squirt 
Company, Beverly Hills, Cal. 

Bernard Berns, vice-president of 
Dad’s Root Beer Company here 
and 2nd vice-president of the in- 
| stitute, said that an agency has not 
|yet been appointed nor has a 
budget been set. 


First for Parent Firms 


promotion for the Time-Master, new 
electronic dictating machine, made by 
Dictaphone Corp., New York. Stepped- 
up space units in the company's present 
media list involve a greatly increased 
budget. Young & Rubicam is the 
agency. (Story on Page 54.) 


Willys-Overland 
Opens Campaign 
for New Jeepster 


(Picture on Page 53) 


The institute claims to be the 
first organization ever to be cre- 
ated for parent companies or fran- 
ToLEpo — Willys-Overland Mo- chise manufacturers of soft drinks. | 
tors here began a heavy campaign ag a a - 
in a long list of consumer maga- relations with the public and ald | 


nines ever he wei’ & a to bottlers in determining and | 


solving their problems. 
nounce its Jeepster, a new and . 4 


: ; and | The institute announced that it | 
glamorized version of the wartime | wi]] maintain close contact and co- | 


operation with existing associa- | 
tions in the soft drink and related | 
; ‘ fields and that activities will not | 
including tax. be duplicated. A major existing 
The company will increase its association is the American Bot- 
advertising expenditures 75% over tlers of Carbonated Beverages, 
which represents bottling plants, 
magazine and newspaper expen- not franchized houses. 
ditures totaled $869,000 for Willys’ | At the Chicago meeting, insti- 
jeep cars, jeep station wagons and | tute members resolved to initiate 
industry-wide movement to 
for magazines. |revise the rate structure on case 
The Jeepster ad budget for the| and bottle deposits. 
coming month is $200,000. | Elaborating on the move, Mr. 
The Jeepster had a premiere! Berns told AA that the institute 
(Continued on Page 56) (Continued on Page 60) | 


Last Minute News Flashes 


No East-West Video Net for 5 Years: Strotz | 


Cuicaco—There will be no regular service on a coast-to-coast 
television network for about five years, predicted Sidney Strotz, vice- 
president of the National Broadcasting Company, at a press confer- 
ence here Thursday. Transmission costs will make such east-west 
telecasts not feasible during that period; he explained. Mr. Strotz de- 
clared that while television station operators “probably will continue 
to lose their shirts for another two years,”’ video thereafter will be a 
sound, profitable, blue-chip operation for all concerned. 


Libertyville Textiles Sets Fall Drive 


LIBERTYVILLE, ILL.—Libertyville Textiles will break a fall-winter 
promotion for its Tumble-Twist cotton rugs with four-color pages and 
half pages beginning with the September Better Homes & Gardens. 
The list includes Good Housekeeping, House Beautiful, House & 
Garden, Ladies’ Home Journal, McCall’s and Woman’s Home Com- 
panion. The H. M. Gross Company, Chicago, directs the account. 


TAB Plans New Coverage and Repetition Study 

Cuicaco—Traffic Audit Bureau will make a study of outdoor cover- 
age and repetition “before the end of the year” in a city still to be 
selected, AA learned, following approval by the TAB board of plans 
for resumption of auditing and circulation activities, which have been 
held in abeyance since the Fort Wayne study in 1946. 


Kaiser-Frazer Negotiates to Sponsor Winchell 

New YorK—Kaiser-Frazer Corporation late last week was expected 
to become Walter Winchell’s new sponsor on ABC. K-F officials and | 
ABC executives were closeted in meetings, and an ABC official told | 
AA that “negotiations are proceeding satisfactorily.” Morris F. | 


The Jeepster will sell in New 
York for slightly more than $2,000, 


WF Plane Budgets Won't Fly 
s into Wild Blue Yonder 


Makers Become Wary 
of Public Reaction; 
Tax Policy a Factor 


New Yorx—As the defense or- 
ders for new aircraft begin to go 
to aviation manufacturers, don’t 
look for a flood of advertising. 
The lush four-color pages are still 
a long way away, and advertising 
expansion by plane manufacturers 
will probably be tentative and 
cautious. 

That is the conclusion of an 
ADVERTISING AGE roundup among 
major aircraft manufacturers. 

There are cogent reasons for 
this caution. One is the anticipa- 
tion of adverse public reaction; 
another is the turgid flow of con- 
tracts to manufacturers; another 
is the time factor: the full 70- 
group air force won’t reach full 
flower for nearly three years. 
Finally, the industry is uncertain 
about advertising and its tax po- 
sition. 

Probably no other industry ex- 
cept shipbuilding experienced the 
postwar collapse which deflated 
aviation: the private plane bubble 
burst; government orders were 
pared to the bone; airlines were 
in the throes of a disastrous pas- 
senger situation, and even now 
few are running in the black. 


Company-by-Company Report 


Most aviation advertising bud- 
gets were set in the fall of 1947, 
the nadir of the industry. The 
President’s air policy report 
(“Survival in the Air Age”), the 
appointment of the Finletter com- 
mittee, and the struggling renais- 
sance of the airlines were still to 
come. The outlook was black, and 
the budgets of aviation companies 
—particularly those that are pri- 
marily military builders — reflect 
the desperate economy of that pe- 
riod. 

Many a manufacturer who now 
sees for sure that his plant will 
be operating next year is discus- 
sing the possibility of consumer 
advertising. But aviation com- 
panies were primary targets for 
advertising criticism during the 
war, and during the postwar deb- 
acle many an aviation adman re- 
solved to do better next time. 

In AA’s recapitulation, there is 
a striking difference between the 
companies which make commer- 
cial planes and those primarily 
concerned with military aircraft. 


No Increases Planned 


Boeing has some $300,000,000 in 
orders on its books, mostly for 
the Stratocruiser, which has been 
ordered by six airlines, and the 
B-50 Superfort, currently the 
leading contender for the long- 
range bomber backstay of the 
new air force. Its budget runs 
around $225,000 a year and no 
immediate increase is planned. It 
uses three consumer magazines 
(black and white pages), three 
aviation business papers, and Air 
Force. The copy talks alternately 
about military and commercial 
models. 


Swaney, Inc. is the K-F agency. 


(Additional News Flashes on Page 61) 
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| Boeing was not a large adver- 
(Continued on Page 58) 
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Webb and Evans 
Head New NBC 


Promotion Units 


New Yorxk—William E. Webb, 
former manager of television audi- 
ence and institutional advertising 
for the National Broadcasting 
Company, has been appointed 
manager of network audience pro- 
motion for television and radio at 
NBC. This is part of an expan- 
sion of the network’s new televi- 
sion and radio promotion units in 
the advertising and promotion de- 
partment and in NBC national 
selective (spot) sales. 

New manager of advertising and 
promotion of NBC’s national spot 
sales for video and radio is Jacob 
A. Evans, former manager of NBC 
radio audience promotion. Mr. 
Webb returned to NBC in Janu- 
ary, 1946, after two years’ service 
with the U. S. Navy. Prior to that 
he had been associated with the 
network for 11 years. 


Mr. Evans joined NBC in Oc- 
tober, 1946, as a promotion as- 
sistant in the advertising and pro- 
motion department. 


Hoover in 40th Year 


To mark its 40th anniversary in 
the vacuum cleaner business, the 
Hoover Company, N. Canton, O., 
next month will conduct a sales 
contest, run special copy in maga- 
zines, newspapers and trade pub- 
lications and supply ruby jubilee 
advertising materials to dealers, 
including radio announcements, 
mats, displays, etc. Two-color 
page ads will run in The Satur- 
day Evening Post and This Week 
Magazine, and black-and-white 
ads will appear in newspapers and 
trade publications. Leo Burnett 
Company, Chicago, is the agency. 


Joins ‘Newsweek’ 


Robert C. Whitehead, formerly 
with Hearst Publications and 
sales manager of the New York 
office of John Budd Company, has 
joined the Cleveland sales staff of 
Newsweek. 


Agency Discovers 


Army Sergeant 
Knows His Ads 


Cuicaco—The Army’s recruiting 
sergeants and corporals know 
plenty about advertising. 

That discovery was made last 
week by four agency executives 
who conducted a flying tour of 
the Fifth Army’s 12-state mid- 
western recruiting area in an 
Army C-47. The agency men 
spoke with hundreds of recruiting 
officers and enlisted men who ex- 
pressed definite ideas on what 
kinds of advertising bring in the 
recruits and supported their ideas 
with facts and case histories. 

The executives represented John 
W. Shaw Advertising here, re- 
cently appointed to handle the 
Fifth Army’s $260,000 advertising 
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In the Hometown Wark 


Automotive sales exceeding one billion dol- 
lars annually are made in the Hometown 
Daily Newspaper market of the 11 Western 
States outside the 6 largest cities. Maximum 
coverage and readership — determined by 
scientific studies — make Hometown Daily 
Newspapers a natural first choice for top 
returns in this high powered market. 


90 per cent of the total circulation of all daily 
newspapers in the Western States is confined to 
the trading zones in which they are published. 
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Por complete information write to 


Hometown Daily Newspaper Publishers—2001 Beverly Blyd., Los Angeles 4, California 
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ADVERTISING FLIGHT—Shown aboard ‘the Army plane on which they made « 


3,000-mile flight to develop 5th Army ad plans are (left to right) Frank Walsh, 
John W. Shaw Advertising; Capt. George R. Moser, 5th Army publicity director; 


TH 


and Carl Riblet Jr., Edmund B. Abbott and L. W. Scott of the Shaw agency, 


recentiy named to handle the account. 


campaign for recruitment in the 
area. The purpose of the tour was 
to learn first-hand the problems 
of the recruiting officer and to ac- 
quaint him with what Shaw plans 
to do to help him out. 


Ask ‘Help Wanted’ Ads 


Those making the tour for Shaw 
were L. W. Scott, account execu- 
tive; Edmund B. Abbott, radio 
executive; Frank Walsh, copy di- 
rector; and Carl E. Riblet Jr., 
public relations director. They 
were escorted by Captain George 
R. Moser, director of publicity for 
the Fifth Army’s military person- 
nel procurement division. 

They heard such comments as 
these: 

In Omaha, headquarters for the 
Nebraska-Iowa district, recruit- 
ment officers said that they ur- 
gently need advertising that tells 
what kind of jobs await the man 
who enlists. Specifically, they 
asked for ads patterned after the 
classified “help wanted” variety. 

In Minneapolis, master ser- 
geants declared that recruits usu- 
ally are pre-sold on the Army be- 
fore they come in contact with 
recruiting personnel. Defining ad- 
vertising as a pre-selling instru- 
ment, one sergeant hoped that an 
ad could be devised that would 
furnish leads for the recruiters. 


Urges Seasonal Drive 


Kansas City recruiting officers 
broke a precedent for the tour 
when they said that continuous 
recruitment advertising is unnec- 
essary. The colonel in charge of 
the district said that seasonal fac- 
tors in the wheat and cotton dis- 
tricts of Kansas and Missouri 
rendered advertising “virtually 
useless” during harvest time. He 
urged a stronger advertising cam- 
paign during other times of the 
year. 

A lieutenant in Detroit, whose 
recruiting district leads all others 
in the Fifth Army area, ‘recom- 
mended that newspapers most 
sympathetic to the recruitment 
drive get the lion’s share of space. 
He named one newspaper as best 
for recruitment advertising “be- 
cause it backs us up with pub- 
licity, which we think is good 
merchandising.” One Detroit 
paper, he said, “is against us.” 


‘Recruit the Recruiters’ 


At Denver, a master sergeant 
said that the right kind of adver- 
tising would help “recruit the re- 
cruiters” or inject them with en- 
thusiasm and helpful information. 
The commanding officer in Mil- 
waukee said that lack of man- 
power is the major problem in 
the Milwaukee area, where 10,000 
civilian jobs are unfilled. 

Summarizing the impressions of 
the Army’s radio know-how, Mr. 
Abbott said: 


“Many master sergeants who | 


had been assigned to recruitment 
without radio background, now 
not only are fully conversant with 
radio routine but know exactly 
what is a good radio buy. In some 
small towns we discovered that 
corporals and sergeants are con- 
tributing measurably to the pro- 
gramming in small stations.” 


Here 


What the flying agency meng Mine ? 
learned on their tour, in whichfl pitals 
they covered 3,000 miles during connec 
only 16 hours in the air, they wil! 
use in drawing up recommenda 
tions for the Fifth Army on news ERE 
paper and radio advertising an¢ endian 
public relations. = 

constit 
Conroy Joins Cairns 35 s 
as President's Aid , we . 

Vincent P. Conroy has joined —" 
John A. Cairns & Co., New York, 
as assistant to the president. Here 

Mr. Conroy, at : 
one rer er tion, ri 
president o 
traffic of Trans- dollars 
World Airline, plies. 
directed adver- DIREC 
tising policies for 
Pade: _ prior mo... mass { 

eaving a 
company in 1944 INSTIT 
to join Delta 
Mfg. Company 
as assistant to the 
president. Then Vincent Conroy 


he returned to é 
the airline industry as vice-presi- 
dent of Atlantic Airlines, Wash- 
ington. 


CBS Promotes Connolly 


Thomas D. Connolly, former as- 
sistant manager of CBS promo- 
tion sales, has been appointed 
manager of promotion sales, suc- cies 
ceeding Robert Mann, who has . 
resigned. Mr. Connolly joined the 
promotion department of CBS in me 
1939. va 
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IT’S OF VITAL IMPORTANCE 
TO EVERY ADVERTISER 
WITH PRODUCTS FOR 
THE INSTITUTIONAL FIELD 


made a 
+ Walsh, 
lirector: 
agency, 


—— 


‘uitment 
id, now 
ant with 
exactly 
In some 


a a9 Audience of leaders in Institutional Field watches winners receive awards at conclusion of INSTITUTIONS Magazine's recent contest. 


he profi HERE 1S LEADERSHIP . . . Each year INSTITUTIONS Magazine conducts a prize contest to deter- 
mine the most outstanding installations of equipment and service in hotels, restaurants, colleges, hos- 
1 which pitals and other institutions. Pictures on this page illustrate some of the activities carried on in 


hope connection with the awarding of this year's prizes. Leaders from all parts of the country attended. 
umenda 


n news ERE IS WHY THIS LEADERSHIP IS IMPORTANT TO YOU AS AN ADVERTISER . . . Assembled 
ing an under the readership of INSTITUTIONS Magazine are the leaders among this nation’s institutions. They 
constitute the audience for advertising messages placed in INSTITUTIONS Magazine. These leaders 
look to INSTITUTIONS Magazine for information which will assist them to maintain their leadership. 
They are the leaders who are in a position to take advantage of advancements offered them by manu- 
facturers with products for the institutional field. 


nt. HerE IS THE INSTITUTIONAL FIELD AND HOW TO REACH IT... The market for new construc- 
tion, remodelling, refurnishing, re-equipping and redecorating among institutions totals over 11 billion 
dollars. This is in addition to amounts regularly expended for food, maintenance and operating sup- 
plies. INSTITUTIONS Magazine is the only monthly publication and INSTITUTIONS CATALOG 
DIRECTORY is the only annual publication which reach the key buying and specifying factors in 
mass feeding and mass housing. For further information consult your Advertising Agency or write 
INSTITUTIONS Magazine, 1801 Prairie Avenue, Chicago 16, Illinois. 


Top prize winner of South Bend, Indiana Leading restaurateur of White Plains, 
displays his trophy. N. Y. congratulates prize winner from 
Calumbue hie 


io INSTITUTIONS AVOID OLD AGE | 


Conroy Sane tem a At er pe | These Are Institutions: 


e-presi- 
_ Wash- 


* Hotels * YMCAs, YWCAs 
Lolly — ; * Restaurants * Government Agencies 
<< — 

podiet estes Entries a 6° Seago * Office Buildings 
pointed | Gadar Ooms ete | © Railroad Systems 
es, suc- meso Saas * Clubs 
rho has = ¢ Air Lines 
oa ; | | * Industrial Cafeterias ° Jobbers, Dealers 
__ ai || © Schools * Other Public and 

Sa * Colleges Private Institutions 

tea | Each month INSTITUTIONS Magazine reaches the buy- 
“ 1) ing and specifying factors in the foregoing institutions 
J ag | which make up the institutional field. 

i, = 

I LS : ~ i | : : Prize winning Cafeteria Superintendent from Detroit examines 

‘a oe i 3 %¢ 600-foot display of entries. 


FOOD wey WRITE FOR FREE BOOKLET which describes INSTITUTIONS Magazine's Annual Contests. 
e ieckorl Here you will find complete information on the judging of prize winners, the basis for awards 
eae ead and other factual information. 1949 contest now well under way. 


The publishers of INSTITU- 
TIONS Magazine and INSTI- 
TUTIONS CATALOG DIREC- 


the nation's leading business 1807 PRAIRIE AVENUE. eau’ pee Agee CHICAGO 16, ILLINOIS 


Papers competed for this honor. 


; pecker (NSTITUTIONS. MAGAZINE ano INS TITUTIONS CATALOG DIRECTORY 
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| six feet. The show takes six min- 


Spectaculart Puts utes and includes 32 separate ad- 
vertisements in full color. 

Outdoor Ads | Spectaculart will be sold on a 

in Supermarkets basis of circulation to be checked 


/on store transaction figures. Be- 
New Yorxk—Outdoor advertis- | fore a test to be made in the 


ing is being brought inside by| Philadelphia Food Fair, 10 items 


Spectaculart, Inc., which has orig-| to be advertised on this device! 


inated a new type of point-of- | will be checked before and after 
purchase advertising. the New York show for compara- 
The first major installation of | tive sales figures. 

the device is in Manhattan’s|) As presented at the Grand 
Grand Union Food-O-Mat at)| Union Food-O-Mat, the show fol- 
Broadway and Dyckman St.| lowed an editorial pattern super- 
Jacques Dunlany, president of | vised by Ben Butler, president of 
Spectaculart, has created an auto-|the Society of Amateur Chefs, 
matic slide projector and special; who is now associated with the 
screen that can be viewed from /| company. 

any angle. The Grand Union in- Products viewed at the Grand 
stallation has a copy and picture| Union showing are Ten-B-Low 
surface of approximately four by| ice cream mix, Presto cake flour, 


| Libby’s corned beef hash, Camp- 
bell’s pork and beans and V-8, 
|Del Monte food, Blatz beer and 
Armour bacon. 


JWT Promotes McBreen 


E. Thomas McBreen of the me- 
chanical department of J. Walter 
|Thompson Company for the past 
| 26 years, has been appointed di- 
rector of mechanical production 
for JWT’s Chicago office. He suc- 
ceeds George W. Speyer, who has 
retired. 


Weil Takes PR Post 


Jack B. Weil has been appointed 
public relations director of Barnes 
& Reinecke, Chicago industrial de- 
signer. He was formerly on the 
financial news staff of the Chi- 
cago Tribune. 


Chrysler's Caron 
Calls ‘48 Drive 
Best Ever Run 


Detroir— The highly pictur- 
esque outdoor scenes which John 
Clymer has painted for Chrysler 
division of Chrysler Corporation, 
and run as magazine spreads for 
the past year, have made the di- 
vision’s campaign the most suc- 
cessful in its history. 

That is the unqualified opinion 
of John H. Caron, director of ad- 
vertising for the division. The 
opinion is based in part on Starch 
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Grocery Subjects Covered 


FOOD PRODUCTS: Baby foods, baking 
bread, breakfast foods, candy 


bars, catsup, cheese, chili con carne, 


mixes, bluing, floor wax, soap (hand, 


chocolate, coffee, cookies, crackers, 


corned beef hash, dessert powders, dog 


foods, flour, cake flour, frozen custard, 


tergents, water softeners. 


MISCELLANEOUS: 


frozen foods, fruit and vegetable juices, paper, fly and bug killers, 


fruit cocktail, ice cream, luncheon 


SOAPS AND CLEANSERS: Bleaching fluid, 


fabrics, walls and woodwork, laundry, 
bath), steel wool cleaners, synthetic de- 


Toilet paper, wax 


cigars, bottle and can beer, soft drinks. 


238,976 HOUSEWIVES 
CAN GIVE YOU 


Pointers on Selling Groceries 


— 


tion. This practical 


the great Milwaukee grocery market. 


Wort it be worth a'lot to you to 
have an advisory staff of 238,976 housewives 
telling you what’s happening in grocery buy- 
ing habits, their preference in products, 
brands, containers, and store service; when 
and where they buy; how their preference 
compares with past years by number and 


percentage of families? 


That’s the kind of selling help you get in The 
Milwaukee Journal Consumer Analysis — 


plus a complete picture of dealer distribu- 


market information 


service has been used profitably by scores of 


advertisers for twenty-five years. 


The expanded Silver Jubilee edition is worth 


a thorough study if you want more sales in 


For 


your copy, write The Milwaukee Journal 


dish, fine 


kee 1, Wisconsin. 


cigarets, 


meats, mayonnaise or boiled salad dress- 
ing, milk, peanut butter, mustard, peas, 
potato chips, rice, salt, soup mixes, soy 
tamales, tea, vegetable 


sauce, syrup, 


shortening, wieners, yeast, 


BUYING HABITS: Where groceries, 
fruits, vegetables and meats are bought; 
type of grocery store service preferred; 


day of week groceries are purchased; 


25-year trends. 


General Advertising Department, Milwau- 


The 
MILWAUKEE JOURNAL 


THE NEWSPAPER WITH 
THE MARKETING INFORMATION 


Advertising Age, July 26, 1 4 


and other surveys of magaz ne 
readership which, he says, show 
that the colorful spreads hi: ve 
scored very high ratings in b th 
attention and readership, and op 
the unprecedented number of ee. 
quests for reprints. 

More than 250,000 copies of ) [r 
Clymer’s paintings—there hi ve 
been seven in the series si) c¢e 
August last year—have been c s. 
tributed in response to individ .a| 
requests. They have been ds. 
tributed as posters, proofs, as tale 
mats and in. other forms. ‘The 
requests have come directly to he 
factory and through publicaticns 
in which the ads have appeared. 
These magazines and farm pub- 
lications are Collier’s, Couniry 
Gentleman, Farm Journal, For- 
tune, Life, Newsweek, The New 
Yorker, The Saturday Evening 
Post, Time and U. S. News & 
World Report. 


Will Continue in Fall 


The campaign, conceived by 
McCann-Erickson, Chrysler 
agency, opened a year ago. The 
first of the spreads depicted a 
herd of innumerable stampeding 
horses which, according to the 
copy, indicates the power of the 
Chrysler Spitfire engine. Sixty- 
five thousand requests have been 
received for reprints, and requests 
are still coming in. 

This was followed by three 
other Clymer paintings—one a 
canoeing scene, representing 
smoothness of operation; a skiing 
scene representing quality of rid- 
ing, and a painting of a cowboy 
| roping a calf, to promote Chrysler 
brakes. 
| Last March the series switched 
| from product to service and parts. 
|Illustrations since then have 
| shown families of bears, ducks 
'and Cocker spaniels to point up 
| the slogan, “We Aim to Take Care 
‘of Our Own.” Copy in all these 
ads has been short. The series 
will continue again starting in 
October. 

The division reports that Chrys- 
ler dealers have had a great up- 
surge in service business since the 
second part of the series began 
last spring—and it has made the 
dealers more aware of their serv- 
ice responsibilities. 


Caron Explains Campaign 


“In the current shortage situa- 
tion,” says Mr. Caron, “it obvi- 
ously is not necessary to advertise 
to stimulate immediate sales. Our 
problem, therefore, is to keep the 
Chrysler name before the public 
—to retain the satisfaction and 
confidence of those who now own 
our cars and to keep alive the 
desire to own them in the large 
group whose orders our dealers 
cannot fill without a considerable 
delay. 

“We believe that this campaign 
is serving these purposes admil- 
ably. Among other things, the 
strong ‘human interest’ factor in 
the advertisements seems to be 
helping to put our company’s re- 
lations with our owners and 
would-be owners on a more pel- 
sonal plane. 

“I think it has established ‘hat 
we do have a warm interes. 1! 
our owners—that Chrysler is 2 
‘human’ organization and _ 10 
merely a coldly impersonal manu- 
facturing and selling entity. Na‘ 
urally, anything that brings 
closer to our customers is sery ins 
a fine purpose.” 


Kapital Buys Half 

Kapital City Broadcasting C: ™- 
pany, Des Moines, owner and °P- 
erator of Station KCBC, Mui 2! 
affiliate, has purchased the ! alf 
interest of Paul E. Prugh in P 10 
Talk Printers, publisher of P 7" 
Talk, 80-year-old Des Mo 
weekly newspaper, the Iowa ‘& 
publican News and the Iowa F d- 
erationist, labor newspaper. R. D. 
Bywater retains his half inte: est 
in the printing company and »’il! 
}continue as manager. 
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in magazine circulation. 
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In 194 O, the total circulation of The 
American Weekly was 6,965,576. And it reached 19.6% of the 
35,088,000 families then in the United States... 


In the six months ended March 31, 1948, the official cir- 
culation of The American Weekly is 9,723,695. It reaches 
24.1% of all families! Three other weekly magazines have 
circulations in the millions, and here are the last official ABC 
figures for each: 


LEFE. wwe cccccccccccccccccccccss {| Gmonths |....5,385,760 
SATURDAY EVENING POST...... ended -++-3,953,994 
ee eee Dec. 21, 1947 ...- 2,829,584 


With a circulation greater than the combined circulation of any two 
of the other three leading national weekly magazines, The American 
Weekly gives manufacturers more readers in more families than any 
other publication, and the chance to tell their merchandise stories to 
the greatest number of able-to-buy families in the United States. 


The 9,723,695 circulation figure represents primary circulation, 
the number of copies of The American Weekly delivered into Ameri- 
can homes. It does not include the number of copies passed along 
from one family to another, for additional reading. 


Billions in Spending Power 


Income? The combined income of all The American Weekly 
families in the United States is now $53,470,000,000. That’s billions! 


Consider what association with this kind of booming, exuberant 
GROWTH can do for your product . . . your business enterprise . 
your sales organization! 


Then, add these specific notes to your thinking as you plan the 
GROWING future of your business. 


me 
pe ge 


The American Weekly 
now goes into % of all 
the homes in America 


a 


This is the ¢ official ABC circulation pa for the 20 S dentieaie units; six months ended ‘ind 31, 1948— 9, 723,695. 


Ge 4g Dominates in Big Cities—The American Weekly provides 
effective coverage, not only in all the cities of a million or more 
population, but in more communities of every size than any 
other publication delivered into American homes. 


SB Greatest Key City Penetration—The American Weekly goes 
3 into 20% or more of the homes in each of 4273 communities of 
— 1000 population or over. These include the 816 key cities where 


70% of all retail business is done. 


Readers from Coast to Coast— More than 17 million fam- 


under 1000 population also read this great national magazine. 


{ > ilies live in these 4273 communities. Over 8,000,000 read 
The American Weekly. More than 1 million families in towns 


Foremost National Advertisers —the advertising pages of 
The American Weekly read like a Social Register of American 
business—represent merchandise ranging from drug and grocery 
products to automobiles and jewelry. 


Lowest Cost per Thousand Readers—The American Weekly 
carries the advertiser’s message at a lower cost per thousand 
than any weekly publication. 


THE AMERICAN 
cco \VEEKLY 


“The Nation’s Reading Habit” —A Hearst Publication 
MAIN OFFICE: 63 VESEY ST., NEW YORK 7, N. Y. 


BRANCH OFFICES: 16 Arlington St., Boston 16 - Arcade Bidg., St. Lowis 1 + Wearst Bldg. Chicago G ~- 101 Marietta St., Atlanta 3 
Wanna Bidg., Cleveland 15 ~- General Motors Bidg. Detroit 2 ~- Pershing Sq. Bldg. Los Angeles 13 ~ Hearst Bldg. San Francisce 3 
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- - . that the mandatory provisions of 
Illinois Liquor | the Illinois act made it unconsti- 
tutional. 
T r ade Act H eld The decision was handed down 
- - by Judge Fisher as he reversed a 
Unconstitutional ruling by the Illinois liquor con- 


CuIcaco—The Illinois liquor|trol commission against Three 
mandatory fair trade act, which Feathers Distributors, subsidiary 
requires distillers to post mini-|°f Schenley Corporation, New 
mum retail liquor prices, has been | York. The commission had sus- 
ruled unconstitutional by Circuit | Pended Three Feathers’ license for 
Judge Harry M. Fisher. five days for allegedly advising a 


The act has been in effect since| Tetailer to sell below the mini- 
last Sept. 1. The ruling of uncon-| ™U™ listed price. 
stitutionality, which undoubtedly | Liquor Sales Down 
will be appealed, could have) Charles J. Flick, 


serious effects on other states’) .~“ commission 
acts, notably New York. | chairman, released figures last 


The act requires that liquor| week showing that Illinois liquor 


manufacturers post with the mli- | Consumption declined from 17,- 
nois_ liquor onateet commission | 000,000 gallons in 1946 to 12,000,- 
minimum prices below which re-| 000 gallons last year and to 8 
tailers cannot sell their products. | 1,500,000 estimated total this 
These prices can be changed only | Year on the basis of consumption 
after 30 days’ notice to the com-| Since Jan. 1. This coincides with 
mission and retailer. _a decline in national consumption 
Judge Fisher said that higher from 230,000,000 gallons in 1946, 
courts have upheld voluntary to 190,000,000 in 1947 and an esti- 
minimum price regulations but! mated 165,000,000 this year. 


Mr. Flick said that beer con- 
sumption has increased nationally, 
bringing in as much federal reve- 
nue as hard liquor, as rising prices 
have caused the public to drink 
more of the lower priced unit. 

Other states, in addition to New 
York and California, with liquor 
fair trade acts are Arizona, 
Georgia, Indiana, Kentucky, New 
Jersey, New Mexico, Rhode Island 
and Oregon. 


LIQUOR BOARD WOULD BAN 
DIRECT MAIL AND DISPLAYS 

HARRISBURG, Pa.— Brewing in- 
terests have registered a vigorous 
protest with the State Liquor Con- 
trol Board on the proposal of the 
regulatory agency to ban all win- 
dow displays in taprooms and pro- 
hibit direct mail advertising to 
consumers. 

Wine and liquor representatives, 
who will be heard by the board 
later, are expected to oppose the 
prohibition of window and mail 
advertising. 

The liquor board claims it has 


al 


In Philadelphia—nearly everybody reads The Bulletin 


Evening and Sunday 


authority in control laws to regu- 
late such advertising. 

After hearing the beer men, 
liquor board officials declined to 
say what action would be taken 
on the proposed advertising re- 
strictions, pending further confer- 
ences with representatives of the 
wine and liquor industries and the 
retail liquor dealers. 

Under the proposal of the board, 
advertising signs and other dis- 
plays in taproom windows would 
be outlawed and taverns would be 
restricted to use of the words, 
“beer,” “wine,” or “liquor,” or 
any combination of them—in let- 
ters not more than four inches 
high and three inches wide—in 
taproom windows. 

The projected ban on direct 
mail promotion would exclude 
only such mail advertising as 
goes direct to retail dealers. 


WCTU SAYS ADS 
RAISED BEER SALES 
Cuicaco—Mrs. D. Leigh Col- 
vin, president of the National 
Woman’s Christian Temperance 
Union, declared last week that an 
increase in beer drinking has 
been caused by “uncurbed adver- 
tising by brewers to promote 
home drinking, including unre- 
stricted ballyhoo over the radio.” 
“The slump in hard liquor con- 
sumption is due in part to rapidly 
increasing local option elections 
outlawing liquor but not beer,” 
she said. “The decrease in wine is 
obviously a result of discontinu- 
ance of ‘tie-in’ sales.” 


McLean Joins Stern 


Russell McLean, formerly ad- 
vertising manager of A. E. Nettle- 
ton Company, Syracuse, has joined 
Edward Stern: & Co., Philadelphia 
printer, as branch office sales 
manager. 


Issues New Magazine 

Boyle Publishing Company, 
|New York, will publish a new 
|monthly, Aviation Purchasing, be- 
|ginning October, 1948. 


Advertising Age, July 26, 14 
British Musicians 
May Strike, Too 


New York — Whether or ot 
British musicians have taken ‘he 
cue from American music makers’ 
recent strikes for more money and 
noticed that the Yankees fre. 
quently win is not certain, | ut 
the English Musicians Union |} as 
threatened to strike on Aug. 1. 

“The present dispute over fees 
for studio performances by out- 
side orchestras is only one of four 
issues which have already ad- 
versely affected or threatened to 
affect BBC programs,” the British 
Broadcasting Corporation stated 
last week, explaining its stand on 
a strike. 

“First, the Musicians Union by 
its prohibitions has denied to 
home listeners recorded repeats of 
concerts, opera or any other pro- 
gram with more than 20 minutes 
of orchestral playing. 


$4,000,000 to Musicians 


“Second, the Musicians Union 
has exercised pressure to bring 
about a progressive reduction of 
the number of hours during which 
gramophone’ records may be 
broadcast and, third, the union 
has demanded a full studio fee 
for broadcasts from theaters and 
music halls—that is, a fee three 
or four times the previous rate of 
$2.50 per player for a perform- 
ance involving no extra effort on 
his part. This demand, the BBC 
regards as unreasonable though it 
has offered to double the rate.” 

The British network goes on to 
say that the union has also de- 
manded recognition of the prin- 
ciple that the agreed minimum 
fee for studio broadcast should be 
|higher than that recognized by 
other employers for public con- 
certs. The BBC reports that it 
|has doubled its employment of 
| outside musicians since 1939 and 
| at present is paying approximately 
| $4,000,000 a year to union mem- 
bers. 


I [Ps | 


EKASY READING 


Wise advertisers assume that readers’ eyes are 
easily tired. Type set too small, too large, too wide, too narrow 


... too many changes of typographic pace . . 


. all can 


lose reader attention. RTK typographers understand 
without instruction, that every advertisement set by 
RTK is to be set for easy reading. This is one reason 
why the thousands of advertisements set by RTK 
exhibit one standard of typographic excellence. 


RUNKLE+ THOMPSON~ KOVATS “INC 
ADVERTISING TYPOGRAPHERS AND PRINTERS 
520 MORTH DEARBORN STREET © CHICAGO 10 
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TWO AUDIENCE NEWSPAPER 
FOR GROCERY ADVERTISERS... -:-1# 


Tek . 


A rarity among rarities is this TWO-AUDIENCE newspaper. A both-sides-of-the- 
counter grocery advertising medium. 

Read by Chicago’s most IMPORTANT million consumers. At the best reading 
time — NIGHT. In the best reading place — HOME. For years and years the house- 
wives of Chicago have been doing their grocery shopping through the advertising 
columns of the Daily News. 

But who else follows, as keenly as the women-folks, the grocery advertising 
in Chicago’s HOME newspaper? The grocery retailers do. What for? To keep an eye 
on competition — to keep an eye on what manufacturers are promoting — to keep 
an eye on the general all-over grocery scene. 

That’s why we say the Chicago Daily News is a rarity for grocery advertisers: a 
TWO-AUDIENCE medium. Commanding the attention — week in, week out — year 
in, year out — of Chicago’s most IMPORTANT million consumers. And thousands 
and thousands of those grocery merchants who are so IMPORTANT in building and 
expanding distribution. 

Where else in Chicago, outside the Daily News, is there any medium that gives 
the grocery advertiser a TWO-AUDIENCE response for his sales-promotion dollar? 
The answer is: NOWHERE! 


CHICAGO DAILY NEWS 


For 72 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT, Publisher 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


LOS ANGELES OFFICE: 606 South Hill Street DETROIT OFFICE: Free Press Building 
NEW YORK OFFICE: 9 Rockefeller Plaza SAN FRANCISCO OFFICE: Hobart Building 


MIAMI HERALD BUILDING, Miami, Florida 
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McClay to WCAU-TV 


John McClay, program director 
of WPEN, Philadelphia, has been 
appointed program coordinator at 
WCAU-TV, Philadelphia. He takes 
over his new job on Aug. 2, re- 
placing Donald S. McKay, who has 
resigned. 


Buys Brazil Paper 


John D. Montgomery, editor and 


publisher of the Miami Beach| 


Florida Sun and Florida Star, has 


purchased the Brazil Herald, a/| 


daily newspaper in Rio de Janeiro, 
the only English-language news- 
paper in Brazil. 


Addressed, gummed, perforated labels 


6,000 TAXICAB FLEET OPERATIONS 
99%4% accurate. $7 per 1,000. 
Sample 1,000 $12. 

25% with order. Balance C.O.D. 
The Taxicab Operator Magazine 


1737 Howard St., Chicago 26, Ill. 
AMBassador 1319 
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Barnes May Direct 


Bureau; Stanford 
fo ‘Herald Trib’ 


(Continued from Page 1) 

ing in copy and contact work with 
Pedlar & Ryan in 1925. In 1928 
he joined Young & Rubicam in 
copy work, shifting later to con- 
tact on General Foods accounts. In 
1940 he joined Compton, handling 
contact work for Crisco and Ivory 
soap for Procter & Gamble. He 
joined the bureau as associate di- 
rector of the national division, 
under Mr. Stanford, on Feb. 1, 
1946, and recently has been as- 
sistant director of the entire op- 
eration. 

Announcing Stanford’s resigna- 


tion and Barnes’ appointment, 
Richard W. Slocum, Philadelphia 
Bulletin, chairman of the govern- 
ing board, said: “The Bureau of 
Advertising is at its all-time peak 
in newspaper membership and 
financial support, organization 
strength and accomplishment. Our 
research and selling programs are 
well developed in both the na- 
tional and retail advertising 
fields.” 


Linage Shifts Told 


This month, when the rival 
New York Times is taking double- 
page ads in trade publications to 
announce that its advertising vol- 
ume in the first half of 1948 
reached the record total of 17,- 
495,623 lines, the Herald Tribune 
reports a loss of 150,000 lines in 
this period. Its dollar volume, 
however, Mr. Robinson said, in- 
creased about 5%. 

Media Records reported that in 


the first half of 1948 the Herald 
Tribune gained 90,125 lines of 
automotive from the first half of 
1947, to 296,253; lost 155,836 lines 
of retail, to 5,568,646; lost 30,100 
of general (national), to 3,147,- 
829; lost 6,645 financial, to 307,- 
837; lost 61,824 classified, to 1,- 
813,189, and gained 1,173 legal, 
to 14,196. 


Hunter to ‘Pathfinder’ 


Paul Hunter, until recently 
publisher of Liberty, has been ap- 
pointed to the executive staff of 
Pathfinder, Philadelphia. He will 
make his headquarters in the 
New York office in the Graybar 
building. 


Sullivan Named V.P. 


Carroll F. Sullivan, who joined 
Ross Roy, Inc., Detroit, in 1947 
as assistant to the president, has 
been elected a vice-president of 
the agency. 


looking for something? 


FOR CINCINNATI MARKET 
AND MARKETING INFORMATION 


4/ Continuous grocery inventory 


Started 


in 1941. Shows sales and stock on hand for 40 classi- 


fications of grocery merchandise. 


\/ Grocery distribution check Percent of 
distribution for 51 major grocery classifications 
stocked by chains and independents. 


s/ Route lists Available for retail grocery and 
drug stores; liquor and wine outlets. 


/ Retail sales of department store type 

merchandise New survey gives point-of- 
purchase data on wearing apparel, furniture and 
home furnishings; brand information and point-of- 


purchase for appliances. 
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Post! 


\/ Family data New information on city zone 
families by size, income level, home ownership, home 


values, rentals, workers per family, occupations, 


race and age. 


,/ Newspaper coverage Unbiased answers 
to your questions on Cincinnati newspaper reader- 


ship by income level, exclusive readership, circulation 


duplication, market coverage. 


In addition to these factual studies, the Post has com- 
piled a wealth of pertinent marketing data that is not 
available from any other source. For marketing in- 
formation tailored to your specific needs — ask 


the Post! 


And don’t forget the Post's equally important service 
to advertisers—your message delivered to Cincinnati's 
active, responsive market, 153,000 families strong! 


incinnati Post 


THE NEWSPAPER FOR ACTIVE cincINNATIANS 
Robert K. Chandler, Manager, General Advertising 


CINCINNATI 2, OHIO 


Represented by the General Advertising Department of Scripps-Howard Newspapers 


Advertising Age, July 26, 1 4g 


‘ABP Campaign 


| 
| 


Begins Mentioniny 
Paid Circulation 


New York—The cold war ¢. 

tween publishers of paid and cp. 
trolled circulation business paper; 
waxed a bit warmer this moth 
as the Associated Business Paper; 
started to carry in its campaign. 
| through Rickard ’“& Co., the sym- 
bol of Audit Bureau of Circula. 
tions beside its ABP symbol, and 
| the line: 
_ “Membership is confined 
|business papers entered under 
second class postage and audited 
by ABC.” 

Also cited in each monthly in- 
sertion are ABP members’ pledge 
“to deliver publications worthy 
of the subscriber’s money and the 
advertiser’s investment.” 

The new series follows a reso- 
lution adopted at the ABP annual 
meeting at Hot “Springs, Va., in 
May, which authorized, among 
other things, that the campaign 
“objectively point out adherence 
to ABP membership requirements 
of paid audited circulation as a 
measure of editorial performance 
and as an important aid to the 
| advertiser in his task of selecting 
the business paper type of media.” 


McGraw Plugs ‘Paid’ 


Although all 137 member papers 
in the ABP are paid circulation, 
the association’s reluctance to take 
up the cudgels on the “paid” be- 
half has been due to the fact that 
some major publishers of ABP 
member papers also have con- 
trolled circulation papers. Also, 
/some individual business papers 
are part paid and part free. 

The ABC recently admitted to 
membership papers that are 50% 
or more paid. 

Chairman of the ABP promo- 
tion committee is W. K. Beard Jr. 
of McGraw-Hill Publishing Com- 
pany. In its own monthly series in 
business papers, through Fuller & 
Smith & Ross, McGraw-Hill this 
| year has increased its emphasis 
on paid circulation. Along with 
such themes as “adequate sched- 
|ules” and “more effective media 
selection,” it intended to run three 
\insertions on “paid circulation.” 
| This number has been stepped up 
| to four. 

It has been reported that other 
paid-circulation publishers may 
‘launch similar campaigns. 


enimenuneeeeee 
'Helffrich Promoted 


Alan B. Helffrich has been ap- 
' pointed general sales manager o! 
|the printing, publication and con- 
| verting paper division of St. Regis 
|Sales Corporation, New York. He 
has been succeeded as easier 
‘sales manager of the division by 
| William H. Donaldson Jr., former 
|assistant sales manager of the 
/Kalamazoo mill and for speci ilty 
|papers of other mills. 


Seoane to Beaumont 


| 

| Frank Seoane has joined Be 1u- 
‘mont & Hohman, San Franc! ‘co, 
}as assistant to Jack Early, Pa: ilic 
Greyhound Lines account ex¢°U- 
tive. 
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promo- 


eard Jr. DURING THE FIRST SIX MONTHS OF 1948, 


g Com- 


series in The Saturday Evening Post continues to lead all 

fuller & . 

rill this other magazines in advertising lineage: | ee Tam 
mphasis , e 
wi (A ow fo our‘Lditors 


. sched- POST ‘ 2,222 pages 


> media 


oon rls 1,944 pages 


lation.” 


pes up gy . . 1,128 pages 


at other FIGURES FROM REPORT BY P. |. B. 
'smay Post advertising leadership is due in 


great part to the fact that our editors 
are providing Post readers with the 


The Saturday Evening Post carried 1,510,949 lines 


—— (or 2,222 pages) of advertising ... 188,941 lines greatest magazine in all history. 

ce (or 278 pages) more than Life... 743,638 lines (or i eae aang eee Cee 
gt 1,094 pages) more than Collier’s. pay to articles and stories carries 
te over into the advertising pages. For 
forme! ; inds awakened imulated 

of the THE POST CONTINUES TO LEAD simply be- ee 
peci ilty the finest writing in America absorb 


cause it is America’s most effective and productive advertising messages more quickly 
advertising medium...reaching the leaders who and remember them longer. 


set the buying habits in every community. Sell 
these Post-reading families and you’ve sold the 
nation. —— 


The first place for advertising..-The Saturday Evening Post 
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Shell Oil Gives 
Newspapers 
Travel Column | 


New York —Last week Shell | 
Oil Company started a plug-less | 
travel column, written and signed 
by Carol Lane, research director 
of Shell Travel Bureau, to be car- | 
ried by daily and weekly news- 
papers as editorial material. 

Once a week, Miss. Lane’s 
“Tips on Touring” will cover 
such items as how to pack a suit- 
case, how to keep cool while driv- 
ing, how to budget a vacation 
trip, an auto picnic, etc. It will 
be slanted to women, and Shell’s 
preliminary letter pointed out that 
“one-third of the nation’s licensed 
drivers are women,” and “women 
plan 94% of all family vacation 
trips.” 

The preliminary offer went to 
150 daily and weekly newspapers, 
with the promise that “no pro- 
motional material will appear in 
any column” and “you may have 


“The FREE PRESS 
Invites and Holds 
Attention,” 


says W. J. B. ‘“‘Smitty’”’ 
Smith, truck driver. ‘‘We 


receive it at our home 
every morning. My wife 
saves the back issues for 
me if I’m on the road. I 
like the Sport Pages, Gen- 
eral News and always en- 
joy the Comics. It’s really 
a favorite paper and one 
that is enjoyed by our 


entire family every day.”’ 
* 


In over 400,000 homes dail) 
the Detroit Free Press is 
bought, read and enjoyed 
Reach this large family 
audience every day in the 
advertising columns of 


The Detroit 
Free Press 


JOHN S. KNIGHT, Publisher 


exclusive newspaper rights in 


your city by returning the en-| 


closed card. The columns will not 
be offered to any other paper in 


your territory until we have an| 


expression of interest from you.” 


Joins Byer & Bowman 
Stafford R. Taylor, formerly on 


the sales staff of Charles A. Trow- | 


bridge Printing Company, has 
been named production manager 
of Byer & Bowman Advertising 
Agency, Columbus, O. 


‘MacDougall Joins Y&R 


R. K. MacDougall, account ex- 
ecutive with N. W. Ayer & Son, 


Advertising Age, July 26, 1: 


| whereby greeting card dealers n , 
‘exchange ideas, merchandis 1, 
knowledge and retailing practic 


“< 


Greeting Card 


Chicago, has joined Young & Ru- | Guild Formed 


bicam, Chicago, to handle the In- Cricaco— Gartner & Bender, 


Company |Inc., publisher of greeting cards, 
motor truck account. 


| Nelson Promotes Barrie 


John L. Barrie, a member of the 
sales staff of Nelson Associates, 
lithographer, 
named sales manager of the com- 


Sloan to Kiesewetter 


‘is sponsoring Greeting Card Guild,| Standard Laboratories, Inc., | i- 
'a cooperative dealer organization, | a Sow Pak. tan nae, r 
with 60 independent stores from Kiesewetter, Wetterau & Baler 
coast to coast as charter members, Advertising, New York, to han: | 
| Robert J. Bender, president of advertising for Sloan’s linim« 
G&B, has announced. , and Sloan’s balm. The accoi nt 

The new association, he ex-/was previously handled by Rob: rt 
plained, will provide a means Blake & Co., New York. 


S(T happened on NBC, 


STORY OF A SIX RING CIRCUS *® The Big ‘lop’s Adventures of Frank Merriwell is highter than the circus’ 
pitched every Saturday morning from nine till noon on loftiest serial act with the January to March quarter! 
the NBC Network. First ring: story-teller Craig McDon- Hooperating soaring to 5.4. The Gilbert Youth Resear: h 
nell cracks his whip and favorite characters of fairy lore Organization Survey shows that availability of young’! 
come to life. Second ring brings us back to this world with listeners reaches its peak when Frank carries the ball |» 
small fry themselves participating in a Mind Your NBC. Incidentally, Frank Merriwell, Mind Your Ma»- 
Manners session during which Proper Deportment jumps ners, and Story Shop are all waiting for a sponso:’s 
through hoops and illustrates how easy it is to make _ banner to fly over their rings. 


friends and influence people. 


Swift and Company hold the hot-dog concession at ths 


A fanfare, and American hero Frank Merriwell sprints NBC Saturday morning circus when they present Adve 


into ring three for another dramatic adventure. The tures of Archie Andrews—the comic-strip lad and a fir: 


AMERICA’S NO. 1 NETWOR + 
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To Goold & Tierney ‘Council Raises 


The following companies have | 


appointed Goold & Tierney, New $225,000 Toward 


York, to handle their advertising: 


6, 1! 48 


ers n iy 
indis 1g 
ractic °s, 


Charles E. Wilson, president of 
the General 
The drive, now in its fourth 
month, has covered 14 of the 30 
industries to be canvassed. 


Electric Company. | 


Canteen Promotes Hinkle £ 


E. H. Hinkle has been elected 
vice-president in charge of sales 
of Automatic Canteen Company of 
America, Chicago. Before joining 


: 2 komo, Ind 3 Ht Thorp & co, 2000,000 Budget 


ard Lebanon Woolen Mills, Leba- | New YorK— The Advertising 
oe i- Bnca, Tenn. Council has raised $225,000 of its 
hed . Ee ‘budget goal of $650,000. The sum 
Bal er § Huck Joins Crosley 
hanx |e Margaret Ann Huck has joined | ¥©@*- en ; ‘ 
inimc ot ff the Crosley division of Avco Mfg.|. The campaign is being directed | 4 
accol Corporation, Cincinnati, as home| by the council’s new industry ad-| bership in the American Associa- 
Rob: rt § economist. | visory committee headed 


raised equals its total budget last Elected to Four A’s 


An expanded staff, higher costs 
and greater activity have made 
the higher budget necessary. 


director of 


Lee Ringer, Advertising, Los | 


ngeles, has been elected to mem- 


by|tion of Advertising Agencies. |crafts, Inc. 


the company in 1945 he was sales i} ray 
Hershey Chocolate Ak 


Company. M W 0 

‘Metalcrafts to Acomb q ‘7 THE 
Robert A b, Inc., Cinci ti, 

bas baa codialed ts hendle ad- MAN WHO 

vertising of Cincinnati Metal- FLYS iS THE 


MAN WHO BUYS 


rate clown in his own right. Ring five is filled with the 


circus ; R 
any characters of Meet the Meeks, as wacky a family as 
arter!) ; — ha a a 
ver staged a circus of its own—again for Swift and 
search 
ompany. 
oung:l 
VD fin Smilin’ Ed McConnell and His Buster Brown Gang 
a ) 
- throng into ring six with thirty minutes of thrills, drama 
r ivEa!? : 
_ nd fantasy bringing all the world of glamour and imagi- 
Onso! § : Sag ‘ ; 
tation to the sawdust trod by the millions of young folks 
wh» wear shoes made by the Brown Shoe Company. 
at ths ' P , 
\d just like the circus that rolls across the continent, 
Adve ; ; 
pit hing its tents in the soil of America, the Saturday 
a firs 
O Ri % vice of Radio 


«) ttron of America 


+ Guat 


* : 
: F 4 
ae we ea 


OE ES SS, SR Dem og hi ee 

Nay Sma see 5g 7s 
Wee haley Rey ei oe ee t © FPR 
t. Bo ene Lik ok: ht a hist Se, al 


morning NBC big top is visited by Mom and Dad as well 
as the young folks—only the NBC big top stretches from 
the Rock Bound Coast of Maine to the Sunny Shores 
of California. 

How to stage a circus? Jump on the Band Wagon in 
the big parade that goes on every Saturday morning 
through all the forty-eight states. Route your act over the 
powerful facilities of the NBC Network. Stretch your 
canvas over the vast NBC audience. Join the performers 
of other great NBC acts. The result: a circus of sales 


that pays off week after week for show-minded sponsors. 


... the National Broadcasting Company 


AIRLANES 


The only International 
In-Flight Magazine 


AIRLANES 


Read by passengers in-flight 
on 57 airlines in the United 
States and 69 other countries 


AIRLANES 


Read by 41.5% * of all air 
travelers on air lines in the 
United States 


AIRLANES 


Read by 33.2% * of air 
travelers on 36 International 
air lines 


AIRLANES 


| Read by 5,352,836 air travel- 
ers in the United States in 
1947 * 


AIRLANES 


Read by 9,296,000 air travel- 
ers on 36 International air 
lines in 1947 * 


AIRLANES 


Selected by the President of 
International Air Transport 
Ass'n for presentation to the 
delegates to IATA Brussels 
Assembly Sept. 1948 


*Readership study conducted 
by Barnard & Co., 93 Park Ave., 
New York, among 1,850 stew- 
_ardesses on 57 air lines. 494 re- 
sponses. Cards on file at Barn- 
ard & Co. 


AIRLANES 


The lowest cost for the rich- 
est market in the world. 


AIRLANES 


ON 57 AIRLINES 


AIRLANES 


IN 70 COUNTRIES 


AIRLANES 


ON 6 CONTINENTS 


|340 W. 57 NEW YORK 


AIRLANES 
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Visualizing an Important Point 


H. D. Bissell, advertising man- 
ager, Electric Auto-lite Company, 
sent the editor the column from 
the July 12 issue of ADVERTISING 
AcE which is reproduced here, 
complete with Mr. Bissell’s ex- 
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Advertising Age July 12, 1948 


oees 


New Yorx—Bernard D. Rubin, 
of America, Hoboken, N, J., a 
of a heart attack 


ih appeal and the Fed~ 
Philanthropies 
became associ- | H. 


United Jewis! 
eration of Jewish 
Mr, Rubin first : | 
th the Sweets Company © | 
y -— an manufacturer of the) « partner in Hf 
: 4 other Tootsie) sociates, died J 
, in| in Brooklyn 
e bought 100 shares) uted to a heart 


(eee teers 


me a director of | 
of stock and bece year he| Bruno Asso 


the firm. The following the author o 


was made president 


eewees 
peas 
(eee eneeneans 


: 
AM 1935 when by 
a 
a 
e 
e 


When he moved 
nual sales vol-| books 
the concern, its am $1,000,000; by Mr 


1947 it had in 

intil two years ago, W 

: ) a heart attack, Mr Ru 
was his company's No 


blic rel 


the country to visit jobbe 
. dealers. After changing the Toot 
sie Roll formula, be stepped yp 
the advertising for the product 


He aided it 


pee 
Siseee y 
; 


2 ° | GEORGE NER 
. B. D. Rubin pod | Danae-Geort E St , 
. er 0 he Dallas of 
Ht Sweets Co. Chie [manager of the 
4 


t of the Sweets oe died July 4 of a heart attack 


ilies, newspaper representative, | jor wrote “Profitable Public Refa- 

Mr. Stoner was with Burke,’ Business 
pee 
fe. 


week at his) Kuipers & Mahoney, Dallas, be- 


He “ ining the dailies group ASA BLISH 
home here fore }< Previously he Slew Recumse—Ase Bidn, 35 ¥ $3333 
layed an active part in many had been general manager of the | magazine advertising exq@cutive, JB 
e died June 23 of a heart 


3 
a 

3 

a 

> 

a 

. 55 

A veteran of World War I. Be) stout a year ago 
4 

: philanthropic causes, including the) yiissouri Press Association 
s 

° 

° 


CLA ra eaiwhile returning from 
ach 
N ee Cott ab: Blish had eS — 
ar J » York World anc © - 
ry: ~ . ee : Company before be- 


uly 5 at his 


mer sports editor, he joined nationa 
jates in 1937 
{ several sports and | with Esquire 
in as head of) detective stories 


Cotter directed prome tion 


6 
“ s0~Robert W. Defer, 4 
ot National Association ¢ peer aa advertigh MOO” | beeeees 
Boat Manufacturers asi Home, @etysua’ beers 
hen he suf-| Engine and Boa ager of American : +e 


formper newspaperm 
Doctors’ Hospital 


1 sales SON BATCHELOR had served with the 
dor, traveling throughout N Yor«x—Bronson Batchebor, Mr. Dexter had * teunded in 
: rs ang .s ations counsel and | magazine since it was 


tremely 
rings. 


significant red _ pencil 


he said. 
And we agree. 


: 
3S 
4 
° 


are, r many years and 

| ee a Y for the Red 
ndled the publicity 

45, oss European aid drive in 1919. 

ot Ae was a staff member of the old 


Batche- 


and Soute |New York Tribune Mr 


pee eereeeeers 


tions” and “The New Outlook in 


cnn, 


Pee emaeenees 
peeerereeerers 


peees 


Miami 


tis Publishing 

Death was attrib-) coming western adverti 
ager of Liberty and su : 
1 advertising director © 


sing man- 
bsequently 


attack 


He was | True Story. Most recently he was 


eeeeenes 
eeneeees 


and children’s _ per, 


ROBERT W. DEXTER 


\ 


33328 
2 

peewes 
z 


a s lagt - 
denly in Kenosha Wis. 
day while visiting his mother 


‘an, died July| 1928. He was the brother of the 
late Walter E. Dexter, for many 
arty years business manager of Motor 


SAEIERITITIIIIT 
T 


» Republican pi 


More Trouble for Comics 


The August issue of Reader’s 
Digest, scheduled to reach readers | 
last Friday, contains more trouble | 
for the comics books publishers, | 
in the form of a condensation of | 
an article in the Saturday Review | 
of Literature. 

Written by Dr. Frederic Wer-| 
tham, director of psychiatric serv- | 
ice of Queens General Hospital, it 
insists that violence in juvenile 
delinquency has grown in direct) 
proportion to the distribution of 
“comics” books. It insists further 
that comics are not the “natural 
choice” of children, but rather an/| 
econemic choice, since no other 
books are on sale for 10 cents in 
candy stores and at newsstands. 

The author also asserts that ex- 
perts who approve comics maga- 
zines are “in the employ of the 
comic-book business.” 

Dr. Wertham’s 
demnation of the whole comics 
magazine business seems 
rather typical of the 
house down” philosophy. 
lieve that some comics books are 
undoubtedly bad; we believe that 


| 
complete con- 


to us| 
“burn the) 
We be-| 


know, from reading over our chil- 
dren’s shoulders, so to speak, that 
some of them are innocent; there 
are even some which are literally 
comics. 

The matter of public resentment 


| is, however, a serious one. In this 


field, as in all fields, the essential 
problem is to distinguish good 
from bad, and not indiscriminately 
damn all. 

To a greater extent than nor- 
mally, a similar duty deposes up- 
on advertising men who use com- 
ic books to scan the editorial con- 
tent of the books they plan to 
use, as well as the circulation 
statements and rate cards. En- 
tirely aside from a self-respecting 
_advertiser’s desire to do nothing 
which might in any way contrib- 
ute to juvenile delinquency, sound 
business reasons make it impera- 
tive that advertising support not 
be lent to any publishing venture 


which is open to real _ public 
criticism. 
Careful scrutiny of editorial 


|content will not only prevent such 
a situation, but is almost certain 


"Mr. Alden called. He wants to know whose bright idea it was to run that sun- 
burn remedy copy in this morning's papers.” 


(Reenter, Bemused) 

| We have been leafing through 
“Only Yesterday,” Frederick Lewis 
| Allen’s account of the roaring ’20s. 


“It seems to me this column is| It’s astonishing how much of it, 
a potent subject for an editorial,”| with different names, might have 


been written in 1948. 
For instance, take Alien’s figures 


|on radio set sales for the eight-| 


year period, 1922-29: 

. 9 ee 7 eee $ 60,000,000 
Se afc en. ae 136,000,000 
RE Se ee 358,000,000 
DET wihiodok « «sab heawie 430,000,000 
Et Soke GC heeee 506,000,000 
eee 425,600,000 
ee eee 650,550,000 
ier Seaton sa Ria cae eee 842,548,000* 


*(1,400% over 1922.)” 
There were dips in the national 


prosperity in 1924 and 1927, but/ journalism, were beginning to re- and the potential which the Popu- 
to slide|fer to it—among themselves—as | Jar Fiction Group represents in 


radio sets continued 
across the counter. And would 
| anyone be sure that television set 
sales won’t set a similar curve? 

And again, “If these were the 
| principal causes of Coolidge Pros- 
| perity, the salesman and the ad- 
| vertising man were at least its 
agents and evangels. Business had 


learned as never before the im- 
mense importance to it of the 
ultimate consumer. .. The sales- 


| man and the advertising man held 

the key to this outlet. As compe- 
| tition increased, their methods be- 
came more strenuous. No longer 
was it considered enough to rec- 
ommend one’s goods in modest 
and explicit terms and place them 
on the counter in the hope that 
the ultimate consumer would 
make up his mind to purchase. 
The advertiser must plan elabo- 
rate national campaigns, consult 
with psychologists and employ all 
the eloquence of poets to cajole, 
exhort or intimidate the consumer 
into buying—‘to break down con- 
sumer resistance’... 

“The salesman must have the 
ardor of a zealot, must force his 
way into people’s houses by hook 
or by crook, must let nothing 
stand between him and the con- 
summation of his sale. As execu- 
tives put it, ‘You can’t be an 
order-taker any longer — you’ve 
got to be a salesman.’” 

Ever hear that—recently? 


the new era with better design, 
persuasively realistic photographs, 
and sheer volume: the amount of 
advertising done in 1927, accord- 


over a billion and a half dollars. 
They met it with a new frankness, 
introducing to staid magazine 
readers the advantages of Odo- 


it, furthermore, with a_ subtle 
| change in technique. The copy- 
| writer was learning to pay less 


some newspaper comic strips are to result in better space buying | attention to the special qualities 


bad, and some radio killer-diller 
dramatizations, also. But we 


practices in the comics field, as 
well. 


|}and advantages of his product, 
| and more to the study of what the 


|mass of unregenerate mankind 
_ wanted. . . Of what value were 
| sober facts from thé laboratory: 
did not a toothpowder manufac- 
turer try to meet the hokum of 
|emotional toothpaste advertising 


by citing medical authorities, and 


| was not his counter-campaign as | 


|a breath in a gale? 

“At the beginning of the decade 
advertising had been considered 
|}a business; in the early days of 
|Coolidge Prosperity its fulsome 
| prophets were calling it a pro- 
| fession [there’s a 20-year echo], 
| but by the end of the decade 
|'many of its practitioners, observ- 
‘ing the overwhelming victory of 
|'the methods taken from tabloid 


a racket. 

“A wise man of the 1920s might 
have said that he cared not who 
| made the laws of the country if 
|he only might write its national 
| advertising. For here were the 
sagas of the age, romances and 
tragedies, depicting characters 
who became more familiar to the 
populace than those in any novel. 
The man who distinctly remem- 
bered Mr. Addison Sims of Se- 
| attle. The four out of five 
who, failing to use Forhan’s, suc- 
/cumbed to pyorrhea, each with a 
white mask mercifully concealing 
his unhappy mouth. .. The man 
whose friends laughed when the 
| waiter spoke to him in French... 
|The girl who thought filet mignon 
| was a kind of fish .. . and the girl 
who merely carried the daisy 
|chain, yet she had athlete’s foot.” 

Mr. Allen’s book has long been 
'a successful one, both as delight- 
ful private reading and as a sup- 
| plementary text in many colleges. 
| But it’s interesting to read right 
now, because so closely does it 
parallel our time that it gives the 
reader the peculiar feeling of be- 
ing able to look back on some- 
thing before it happens. 


Jottings 

The Minnesota Turkey Growers 
Association won’t advertise in 
'1948, because it figures turkey 


It was an adman’s heyday. “The prices are high enough now. Last | 
advertisers met the competition of | year it spent more than $5,000 in| 


a campaign in the Twin Cities, 
and doubled demand in that 
area. .. 


be secured without charge fr m 
| national advertiser or advertis ng 
| 


_ VERTISING AGE, 
| Chicago 11. 


The following documents n ay 


companies sponsoring them or 


through ADVERTISING AGE, by ény 


agency executive writing on iis 
business letterhead. Address Ap- 
100 E. Ohio 


St., 


No. 3121. 1948 Consumer Analysis 
of the Sacramento, Modesto 
and Fresno Markets. 


McClatchy Newspapers, pub- 
lisher of the ‘Sacramento Bee, 
Fresno Bee and Modesto Bee, has 
published the second annual edi- 
tion of its consumer analysis of 
buying habits and brand prefer- 
ences in these California markets. 
This is one of the studies follow. 
ing the pattern now‘available in 
12 markets, including those pub- 
lished by the Milwaukee Journal, 
Omaha World-Herald and Phila- 
delphia Bulletin. 


No3122.; A ‘Must Buy’ for Com- 
.plete Coverage of the Vital 
Puget Sound Region. 

| The story of the Tacoma, Wash., 

|market is told in this folder, 

which reproduces a front page of 
the Tacoma News Tribune on its 
cover and includes information 
about food and retail sales and 
|linage; industries, and payrolls, 
with a Tacoma business chart and 
an analysis of News Tribune cov- 
erage of the market. 


/No. 3123. Market Report for the 
‘Candy Industry. 


- Facts about the candy market 


‘the market form the basis of this 

report, issued by Popular Publica- 
tions. Data were taken from ma- 
| terial gathered through research 
|in the candy field and from the 
| Continuing National Audience 
|Study of the Popular Fiction 
Group by Stewart, Dougall & As- 
sociates. 


| No. 3124. Keep Posted with the 
Houston Post. 


Statistics about Houston — its 
| peopl¢, business and industry—are 
_reported in this brochure, pub- 

lished by the Houston Post. Popu- 

|lation comparisons by years, re- 
tail sales, employment trends, pe- 
'troleum industry data and many 
other details are included, as wel! 
as a circulation analysis of Hous- 
ton newspapers. 


|No. 3112. 1947 Beauty Survey—a 
Study of Household Subscrib- 
ers. 

This study of Household fami- 
|lies’ use of cosmetic and toiletry 
products has added something | 
\the mine run of reports, in that " 
| measures not only subscribers’ us¢ 
and brand preference of products, 
but also the number of persons 
using the products in subscribers 
|'homes, thus measuring the siles 
potential of Household homes. 


|No. 3098. The Road and Street 
Contractor. 

Gillette Publishing Compa.‘y, 

| publisher of Roads & Streets, 1a; 


| goued this report containing fz cts 


about current highway constr ‘c- 


Swedish-American Line is send-| tion, types and cost; distribut on 


Sweden for Swedish - American 
Day, Sept. 26.” . . 
State Street Trust Company got 


ing to Francis H. Sisson, came to ing out mailings saying “Come to|of contracts by size; type of w rk 


handled by R&S contractor re: 4- 
ers, and media circulation am¢ 1% 


|contractors in the highway fielc 


out a nifty mailing piece, its cover | 


|ing the imprint of a sailing ship... 
| Magazine reading habits of Tex- 
‘ans are due for study, under a 
'grant made to Texas U’s bureau 
‘of business research by Farm & 
Ranch, Dallas. 


ro-no and Kotex. And they met) made from sail cloth, and bear-|No. 3097. An Enumeration of I & 


tail Outlets. 
This study, compiled by Dur & 


Bradstreet for Life, covers out! :ts 
‘in 14 lines of business in ee:h 
state, in 594 U. S. markets and !35 
major U. S. cities. 
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There can be only one FIRST 

and today’s linage figures prove 

that in Philadelphia the FIRST newspaper 
is THE INQUIRER. 


* 


DURING THE FIRST SIX MONTHS OF 1948 
THE PHILADELPHIA INQUIRER 
CARRIED MORE THAN 16,000,000 LINES 

OF ADVERTISING... 


* 


This is 2,600,000 lines more than 4 
the second newspaper carried ... and | 
the largest six-months’ volume ever 


published by any Philadelphia newspaper. 


NOW IN ITS 15TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Mnguirer 


Exclusive Advertising Representatives 


T. W. LORD, Empire State Building, N.Y.C. ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 
Longacre 5-5232 Andover 6270 Cadillac 6005 


West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 448 S. Hill St., Los Angeles, Michigan 0578 
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| 8 MILES OF PLEASURE 


, —that's the World-famous Board- 
walk in Atlantic City. 


4 The many millions from every state and 
7 nation who visit this World's Playground 

| every year see and absorb advertising 
messages displayed through MAXWELL 
outdoor. 


WRITE FOR RATES AND LOCATIONS TODAY 


Port Huron Claims 
Biggest ‘48 Newspaper 


Nelson W. Armstrong, advertis- 
ing director, Times Herald, Port 
Huron, Mich., believes the 14th 
annual “blue water” edition of 
the paper, published June 23, con- 
tained the largest volume of ad- 


|vertising and the greatest num- 


ber of pages carried by any U. S. 
newspaper so far this year. 

The June 23 issue (Wednesday ) 
had 138 pages and 212,800 lines of 


advertising. 


Gets Dress Account 


Leonard F. Fellman & Associ- | 


ates, Philadelphia, has been ap- 
pointed to handle the advertising 
of Jack Borgenicht, Inc., New 
York. Magazines and trade publi- 
cations will be used. 


: : Here is the interesting record of steady circulation 
, growth of The Salt Lake Tribune-Telegram during the 
past fifteen years ... profound evidence of wide pub- 
lic acceptance and recognition of newspaper values. 


120 
110 a fF 4 110 
: 100 100 
90 90 
70 70 
6 |... 60 
T1933) ‘0 
16 2... — \ 10 
THOUSANDS * | -« | THOUSANDS * 
Other Salt Lake — Tribune- Other SaltLoke Tribune- Other Salt Lake Tribune- 
Newspaper Telegram Newspoper Telegram Newspaper Telegram 


For Six Months Ending Mar. 31, 1948 


Tribune-Telegram .. ..........123,223 
Other Salt Lake Newspaper.... 45,643 


Latest ABC Publishers’ Statements 


fifteen years has more than doubled its 


The Salt Lake Market Area is unique in its community - newspaper 
relationship. Tribune- Telegram growth throughout the years has 
steadily exceeded the healthy increase of population, business and 
industry in this intermountain region . . . definite proof of the wide 
general acceptance of the values of The Tribune-Telegram as the region’s 


one newspaper medium. 


*Computed from ABC Reports for twelve-month periods 
ending June 30, 1933, 1940 and 1947. 


The Tribune-Telegram ... during the past 


cir- 


culation ... now en joys three times more home 


coverage than the other Salt Lake newspaper. 


The Salt Lake Tribune-Telegram 


Nationally Represented by O’Mara & Ormsbee, Inc., 
and Metropolitan Sunday Newspapers, Inc. 


Advertising Age, July 26, 191g 


Weekend’ Gets 
New Publisher, 


Now Takes Ads 


_ FRANKFURT AM MAIN, GERM)/ yy 
| —Weekend, claiming the highes; 
| circulation of all English-langua,g; 
magazines in Germany, trans- 
ferred from U. S. Army to privat, 
ownership this month. It did sx 
without missing an issue. 

The Army, faced with a con- 
gressional ban on accepting ad- 
vertising, discontinued the week], 
publication when revaluation 
the German mark from 10 to 3 
cents tripled production costs. Thy 
editorial and business staff imme- 
diately took over, formed thei: 
| own corporation, European Maga- 
zine Associates, and published th. 


first issue with paid advertising 
| July 10. 
The issue carried ads by the 


|American Express Company, 
|American Overseas Airlines, 
| Scandinavian Air System, Indem- 
nity Insurance Companies of 
North America and American In- 
_ternational Underwriters. The 
| next issue added five more Ameri- 
can and European companies. 


Will Reach Other Areas 


Rates range from $150 for a 
half-page in black and white t 
$350 for the red, black and white 
back-cover, with a guarantee of 
25,000 copies sold to Americans 
and allies in Germany and an- 
other 30,000 to Germans. Sliding- 
scale rates are being worked out 
for advertising aimed at specific 
markets, as negotiations are under 
| way to sell the magazine in Swit-f§ 
| zerland, Scandinavia and other 
western European countries. 

The editor and president is Dick 
| Jones, formerly of the Chicago 
Tribune and Minneapolis Star 
'and a free-lance radio writer. He 
expects circulation to reach 5,000 
in Switzerland, 10,000 in Scandi- 
navia, 10,000 in the Low Coun- 
tries, 20,000 in France and 10,000 
in Italy, on the basis of estimates 
by distributors. In addition, free 
distribution is planned among 
troops and civilians at air bases 
_and American commercial instal- 
‘lations in Tripoli, Liberia and 
| Saudi Arabia. 
| Sterling Lord, a Stars & Stripes 
|editor, is managing editor and 
| secretary-treasurer. Warren F 
McDonell of Geo. A. Hormel! & 
|Co., former manager of the Stars 
| & Stripes, is general business man- 
|ager. Weekend is a 24-page, two- 
color publication printed on gloss) 
paper. 

Few Rivals in Ad Field 


The staff believes that the cut- 
ting of Army ties gave Weekené 
a ready-made, almost unexploite 
|advertising field. The only com- 
| petitors are the Paris edition ©! 
the New York Herald Tribu 
currently said to be selling 5,\)00 
| copies to Americans and 10,000 t 
Germans, and international e‘'- 
'tions of several American ma ‘a- 
| zines. 

Weekend’s circulation am" 
Americans and allies, like that ° 
all U. S. publications sold in G:'- 
many, is handled by the Star: 
Stripes Distribution Service. 
German distributor is K" 
|Fleischer, Frankfurt am Ma ° 
| Business addresses of Weekend «'e 
9-11 Burgerstrasse, Frankfurt é " 
Main, Germany (c/o Ke"! 
| Fleischer, GmbH), and 21 Rue «¢ 
Berri, Paris 8me, France. 


| Adds Two Accounts 


Owen-Cloud-Freeman, pub!‘ 
‘relations, Chicago, has been 42} 
pointed to handle publicity f' 
Fred Ex & Sons, Chicago, an! 
Economy Portable Housing Con - 
pany, West Chicago. 
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“Gulf posters tell and sell on the stream of traffic, which, to us, is 
the stream of business. It is strategic selling, for Gulf posters are 


seen at the time and near the place where the motorist can purchase 


Gulf products and obtain Gulf service.” 
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SALES AND INCOME SOAR IN 
“TEST TOWN, ULS.A.” wricPinticsttin 


gains in sales and income. 
This is nothing new for “Test Town, U.S.A.” Every year it grows 
bigger and better. This great market is covered to saturation by 
one newspaper —The South Bend Tribune. Want all the facts? 
Write for free copy of market data book, “Test Town, U.S.A.” 


* The South Bend Market 1947 1946 
Total Retail Sales $483,621,000 $384,014,000 
Effective Buying Income (Net) 648,120,000 516,982,000 


* Sales Management's 1948 “Survey of Buying Power.” 
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STORY, BROOKS & FINLEY, INC., NATIONAL REPRESENTATIVES 


Phillips Schedules 
Extra Fall Drive 


The Charles H. Phillips Com- 
|pany division of Sterling Drug, 
Inc., New York, will launch a new 
campaign beginning Sept. 8 in 68 
newspapers in 50 markets 
throughout the country for Phil- 
lips’ Milk of Magnesia. The 300- 
line ads will run once a week in 
the newspapers through Dec. 1 
with special copy for the list for 
publication Dec. 29. 

The regular fall newspaper 
campaign of 42-line ads in 175 
newspapers is being continued. 
|The agency is Thompson-Koch 
| Company, New York. 


Appoints Newill V.P. 

E. B. Newill, general manage: 
of the Allison division of General 
Motors Corporation, with head- 
quarters in Indianapolis, has been 
elected a vice-president of the 
company. Mr. Newill joined GM 
in 1929 and in 1937 was made as- 
sistant general manager of Frigid- 
aire. He was appointed general 
manager of the Allison division 
in August, 1943. 
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Hudson Continues 
‘Step-Down’ Ads 
in Newspapers 


Detroit—A stepped-up Hudsor 
Motor Car Company advertising 
campaign currently is using 2,000 
newspapers to carry Hudson’: 
third advertising message explain- 
ing “The Importance of Stepping 
Down,” it was disclosed by M. M 
Roberts, director of advertising 
and merchandising. 

At the same time the campaign 
will be paralleled by a nationa 
magazine campaign on the sam 
subject in Collier’s, Newsweek 
The Saturday Evening Post and 
Time. 

When the new Hudson line was 
introduced several months ago it 
was advertised as “the only car 
you step down into.” An intensive 
advertising drive attracted an 
estimated 10,000,000 to the show- 
rooms of Hudson’s 3,000 dealers 
across the country. 

The new advertising drive i 
| designed to augment the announce- 
/ment advertising and was devel- 
oped because the public has evi- 
denced so much interest in the 
step-down feature, Mr. Robert: 
‘explained. “Hudson is going all 
out to explain the reason for th 
step-down feature and combina- 
tion of benefits it provides,” the 
Hudson advertising chief added. 


Million Booklets Out 


First of the ad series explained 
how “stepping-down” gives the 
Hudson a “unique beauty not pos- 
sible in any other type of car.” 
The second series of ads dwelt 
on how “stepping-down” permits 
“riding qualities and safety be- 
yond anything known before.” 

In the third series of ads is told 
the story of the benefits gained 
by “stepping-down.” This com- 
pletes the series. It explains, with 
the aid of sketches, how Hudson’s 
exclusive “step-down zone” re- 
claims so much usually wasted 
space that more useful interior 
room is available than ever be- 
fore. 

All three ads offer Hudson’s new 
16-page booklet “The Importance 
of Stepping Down,” of which 
more than 1,000,000 have been 
distributed. 

Brooke, Smith, French & Dor- 
rance, Detroit and New York, 
handles the account. 


Noma Unit Elects Legg 


Edward R. Legg, formerly as- 
sistant general sales manager 0! 
Nash-Kelvinator Corporation, De- 
troit, has been elected presiden' 
of the Refrigeration Corporatio: 
of America, a Noma _ subsidiary 
Mr. Legg also becomes gener: 
manager of Noma’s refrigeratl 
and Stangard-Dickerson division 
which manufacture home a! 
farm freezers, commercial re- 
frigerators, ice cream cabinet 
air-conditioned candy cases al! 
plate coils. 


Y&R Gets Paint Account 


The special subcommittee a} 
pointed by the industry adve 
tising committee for the cooper: 
tive advertising campaign of t! 
Paint, Varnish & Lacquer Indu 
try, Washington, D. C., has a} 
pointed Young & Rubicam, Ne 
York, to handle its advertising. 


To McCann-Erickson 


Mitchells, Ashworth & Stans 
field Company Ltd., British fe 
manufacturer, dyer and printe 
has appointed the London offic 
of McCann-Erickson to handle it 
advertising. 


ARF Elects Harper 


Marion Harper Jr., vice-pres 
dent in charge of research a! 
merchandising of McCann-Eric} 
son, New York, has been electe 
to the board of directors of tl 
Advertising Research Foundatio: , 
New York. 
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ortician Copy re Sar + “A OE Sd a, Ls sssovccacscoancocenessoccecbensuadeasdsnemebeyetens 
Ues | Deletus Murrel Gay, formerly! Kurlash Company, Rochester, - 
; 'with Burton Holmes, Inc., has|N. Y., maker of eyelash curlers, | : 
is a0 Anesthetic, | joined Television Advertising Pro- | has appointed Grey Advertising : THE LETTERS, BULLETINS and DIRECT MAIL 
ee |ductions, Chicago, to serve in the| Agency, New York, to direct its): — 
, ») udy Reveals newly created post of director of | advertising. A campaign will be MATTER WRITTEN, PRODUCED, 
Judsor uIcAGo — Most morticians’ ads | Photography. be pe gag in newspapers | : PACKAGE ADDRESSOGRAPHED & MAILED 
oye egal o little more than put people to | ~—* e / : ; 
re On pled. Deutsch Named V.P. | oes Our MIMEOGRAPHING and MULTIGRAPHING lends prestige. 
sdison’s ‘hat is the conclusion of a study| fyerschel Deutsch, formerly ac- | Golden Moves |: 20 years of dignified, reliable service. 
xplain- poy National Research Bureau here | count executive of Grey Adver-| The Golden Advertising Agency, | ; 100 W. Adame St. Chicege 3, 10. Frankie 674 
epping ff more than 2,000 morticians’ | tising, New York, has been — Brooklyn, formerly located at 381 LETTERCRAFT Loulse Sterz, Letter Counsel. Alma Underweed, Pred. Mer. 
M. M_ foe vspaper ads. The study showed | pointed vice-president of Small & be St., has moved to larger 
rtising that 61.6% of the ads were of a/|Seiffer, New York. quarters at 44 Court St. 
«neralized, solemn and religious 
npaign ure” that lacked a useful pur- | 
ationa| pose. : 
> sami ‘The remaining percentage,” 
sweek the bureau said, “were doing a | 
st and [selling job by using informative | 
ads telling people what they want | 
ne was ffo know to intelligently select | 
ago it yeir mortician.” 
ily car More informative copy and | ; i s f é “ae 
tensive stronger headlines were recom- Ss he ? 
ed an mended by the bureau, which sug- i 
show- gested that morticians build their 
dealers Jcopy ideas around and supply 
jata on such features as ambu- : 
rive j ce service, area served, chapel . 
ounce- vice, cremation, floral service, . 
devel- § neral procession, gold star fam- 2 
aS evi- y service, hours, large selection, e 
in the vation, modernization, music; ° 
Robert: -king, personnel, pre-arrange- ° 
ng all at, price, privacy and terms. e 
oe te Owner’s Face Helpful = 
mbina- 
5,” the Case histories investigated in 
ided. ue study, the bureau - said, 
| showed that the use of the own- 
er’s photo in the ad did not 
dlained |cheapen or weaken its story but 
es the |was generally desirable. 
ot pos- “When people are in trouble bend: * ge 
f car.” {they prefer to turn to someone ¢ p 
dwelt |they know, or feel that they MYSTIK* Self - Stik Signs, 
yermits |know,” the bureau said. “Consist- may be placed immedi- 
ty be- |jent repetition of a mortician’s ately on show cases, store 
re.” photo makes him an important, walls, pillars, counters, 
is told |well known citizen of the com- ‘shelf edges, mirrors, back 
gained | munity.” bars and many other 
; com- “Another popular question: Is choice display spots where 
s, with |it dignified to list prices? Our you cont use conven- 
udson’s |studies bring out the fact that peo- tional signs. Self-Stik back 
e” re- |ple are ‘price range’ minded, and makes MYSTIK signs easy 
wasted |they want to know what they are to apply to any clean, 
nterior |getting into before they go too - dry surface. 
er be- |far. Price range advertising is e 
informative, helpful and good This MYSTIK Self-Stik Sign in full e 
’s new when properly handled.” colors, featuring the new foil-wrapped package, @ 
yrtance et ee was produced for the distributor of a well-known brand of butter. . 
— Philip Morris Sales ° 
> on 
Show Marked Increase 
_ Dor- Philip Morris cigaret sales for 
York, {April and May, 1948, showed a 
12% gain over the same period 
ast year, and in the preceding 
nonths of January, February and 
gg March sales jumped about 10% 
: ver the previous year’s same 
‘ly apt period. 
— Preliminary sales figures for 
esident | Une, 1948, according to O. Parker ‘ : : ; , 
sration |wcComas, executive vice-presi- It’s easy to think up a good sales story MystTIK sticks without moistening. Just peel off 
ce ena jent, who reported the com- . F . +4 
nono any’s financial gains at a recent for your product. But how do you get that idea its protective back and press it in place. Easy 
sratio tockholders’ meeting, indicate a up at the point-of-sale . . . right where people have to remove, too—store managers appreciate this 
vision -* eee bag 9 3 their hands on their money, ready tobuy? Point- feature! Mystik prints beautifully, makes 
1 _ _ | quarter.” of-sale advertising is the pay-off link in your attractive signs, shelf strips, two-way signs, 
mine’ Joins ABC Publications whole promotion program. And Mystik makes plaques, Econo Truck Signs, many more. Let 
a Herbert 3. C. Henderson. for- it easy to get point-of-sale advertising displayed. us suggest a sales-getting Mystik idea for you. 
ierly vice-president of The 
sunt Anerican Weekly, has been 
named director of advertising for 
2e al ABC Publications, New York. He eeeeccecoceoeeeeeeees 
adve vil direct the advertising for a 
oper: ew Sunday pictorial magazine 
“nia ection to be issued with ABC 
Indu 1@vspapers, which numbers 
as a} ‘ong its members newspapers in FREE Write for 20-page CHIEAG () suo () W PR | rt NG C0. 
Pag -0 Latin American countries. book filled with Mystik ideas 
Kendall to KFC&C | and many _ winning point- jy) fie 
‘endall Mfg. Company, Law- | of-sale suggestions. Me 
Stans er Ce, Mass., has appointed Kastor, In Point-of-Sale Advertising 
sh fe =a rell, Chesley & Clifford, New *Trade Mark Registered 
»yrinte t ‘k, to handle advertising for Mystik Print Patented 
| offic »©.pine, effective Aug. 1. The ac- 
idle it “oOint was previously handled by 
dary A. Loudon Advertising, 
5: ston. 2639 N. KILDARE + CHICAGO 39 + SPAULDING 1600 «© In New York: 1775 Broadway — Offices in all other Principal Cities 
_pres | 48F Appoints Frost | 
‘th al Jonald S. Frost, assistant ad- | 
-Erich ‘‘rtising manager of Bristol- | 
electe “vers Company, New York, has 
of tl 2en appointed to the technical | 
datio: . ‘“mmittee of the Advertising Re- 
s¢irch Foundation. 
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Kratt Looking 
to S. America 
as Big Market 


Denison, Tex. — Kraft Foods) 
Company is looking to South) 
America as a fast-growing mar- | 
ket for its products, John H. 
Kraft, president, said here after 
an extensive tour of the Latin 
countries. 

He came here for a five-day in- 
spection visit at the southwest di- 


vision Kraft Foods plant. This 


|plant will help produce products 


for South America. 


tina as especially bright spots in| 
the South American picture. He | 
remarked that “the Latins still are | 


not crazy about the U. S. We've 
been upstage with them in the 
past.” 


Darrow Joins Y&R 

Jerome Darrow has joined the 
Detroit copy department of Young 
& Rubicam. 


gitad® 


act 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE 


* 101 PARK AVENUE. NEW YORK 


P - | ductions, 
Kraft cited Brazil and Argen-| City,” the tentative title of the. 


Operations Told 


| Manager in April. 


‘WIR Promotes Two 


Gets Movie Account 


Sam Coslow-Noel Clarke Pro- 
now preparing “Music 
new picture soon to be made for | 
United Artists release, has ap- 
pointed J. Walter Thompson Com- 
pany, New York, to handle its 
advertising. 


Leonard Promoted 


John H. Leonard, who joined 
Macfadden Women’s Group, New | 
York, in April, 1947, has been ap- | 
pointed advertising promotion) 
manager of the group, succeeding 
Charles O. Terwilliger Jr., who 
was appointed eastern advertising 


Worth Kramer, program direc- 
tor, has been promoted to assist- 
ant general manager of Station 
WJR, Detroit. Franklin “Bud” 
Mitchell, chief announcer, has 
been named program director. 


Story of Ford 


by ‘Purchasing’ 


ORANGE, Conn.—An _ intensive 
10-month investigation of the Ford 
Motor Company has resulted in 
“an astonishingly revealing analy- 
sis of one of the world’s most ex- 
traordinary purchasing opera- 
tions.” 

That is the claim of Conover- 
Mast Publications here in describ- 
ing its 712-page July issue of 
Purchasing, appropriately labeled 
the “Ford issue” on the cover. 
The issue, devoted completely to 
the study, is an important con- 
tribution of latest information on 
purchasing methods for business. 


HES MORE HOMES 


MORNING 


OMG MN OEITG AD STATOS WTS NO WTP P+ EMBER AAR + RESTA 


‘People make markets and your aa 
vertising in The Times-Picayune and 
States, reaches more people! No single 
advertising force — no other news- 
paper, radio, outdoor showing or list 
of magazines, can approach the den- 
sity of The Times-Picayune-States’ 

‘ coverage in the South’s Greatest Mar- 
ket. In New Orleans, only moonlight 
reaches more homes! : 


SUNDAY 


New Ovleana TIMES :PICAYU NE and STATES 


abe) ate be : 


%& EVENING ' 


JANN. & KELLEY, INC, 
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In presenting the issue, cc i. 
taining 502 pages of ads by su »- 
pliers, A. M. Morse, vice-presid« 
of Conover-Mast, said: 

“The study is particularly sj :. 
nificant at this time, for the whi: |e 
business world is watching Fc « 
with absorbing interest. We ha 
seen this huge, ungainly organiz :- 
tion, like a stumbling gia, 
struggling to regain leadership n 
one of the most competitive of ; |] 
fields. 


Reflects All Fields 


“Under the leadership of Henry 
Ford II the company has made 
enormous gains in two years. One 
of the most dramatic and signi'i- 
cant features of the new Ford 
management is the reorganization 
of purchasing.” 

A foreword, entitled “What’s in 
this Issue,” explains: “This study 
of Ford Motor Company purchas- 
ing policies and methods is 
designed to help the general man- 
agement executive, sales execu- 
tive, purchasing executive, sales- 
man and buyer. 

“Why Ford? Because Ford's 
purchasing is big enough to permit 
a functional specialization that 
shows every detail of the basic 
pattern in a separate unit for 
examination and study. Because 
Ford’s purchasing is so diversified 
that a parallel can be drawn with 
virtually every field of buying. 
Because Ford’s purchasing is new 
—rebuilt from top to bottom in a 
sweeping revision, unclouded by 
tradition or preconceived notions 
of the buying responsibility .. .” 

Henry Ford II, in a statement 
printed in the issue, says: 


Profit-Making Essential 


“At Ford we take considerable 
pride in our relationship with the 
‘supplier’ members of the Ford 
team. Many of these firms have 
been doing business with us since 
the company was founded. As a 
result of their cooperative ingenu- 
ity and inventiveness, we have 
many times been able to pass on 
important benefits to our custom- 
ers in the form of better cars and 
trucks. . 

“We are as much interested in 
maintaining sound, basic relation- 
ships with our suppliers as we are 
with the customers who buy our 
products. A very real factor in 
these relationships is the one of 
profits. It is senseless to think that 
we can squeeze the profit margin 
of our suppliers without in turn 
being affected ourselves. One of 
our greatest assets can be a large 
group of supplying organizations 
who are alert, progressive, suc- 
cessful and money-making.” 

The issue contains an insert of 
a chart showing the entire pur- 
chasing strueture of Ford, from A. 
J. Browning, until his recent 
death vice-president and director 
of purchasing, through the pur- 
chasing research department, pur- 
chasing engineering department, 
central follow-up department and 
the buying organization for such 
departments as body, machined 
parts and stampings, rough cast- 
ing, rubber and plastic, and raw 
materials. 


Wanvig Retires 

J. D. Wanvig Jr., vice-presid«.t 
and general manager of Globe- 
Union, Inc., Milwaukee, has re- 
tired because of ill health. ‘/e 
will continue as a_e direct r. 
Wyeth Allen has been nam-d 
executive vice-president. 


Deer Ridge to Orr 


“WwW. Wallace Orr, Inc., Philade - 
phia, Baltimore and New Yor, 
has been named to direct the a: - 
vertising of Deer Ridge Farm:, 
Battleboro, Vt., maker of pu & 
maple syrup. 


Appoints Haehnle 

Haehnle Advertising, Cincinna' . 
has been appointed to direct tle 
advertising of American 
Leather Company, Cincinnati. 
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SACHS QUALITY STORES 600 employees used the 
250,000 sq. ft. of selling space and 100 model rooms to 
spark a $9 million volume last year—with home furnishings 
accounting for 80% ofthe total. The 4-store Sachs operation 
syerages 2 full pages of newspaper advertising daily, 50 
home furnishings windows daily, store traffic of 3,000 daily! 


— 


Retailing Daily delivers both halves of your market 


and at the lowest cost-per-thousand in the field! 


DAILY COVERAGE OF: 

«Furniture & Bedding + China & Glass 

¢ Upholstery Fabrics + Lamps & Lighting 

+ Floor Coverings * Housewares 

* Curtains & Draperies +» Major Appliances 

* Gifts, Decorative * Radios, Phonographs, 


Ne ae 


’ 


Department stores make up one half of Amer- 
ica’s vast home furnishings market. Furniture- 
home furnishings stores make up the other. 
Together, they'll account for the great major- 
ity of the country’s $9 billion home furnishings 
volume this year. 


There’s only one business publication that 
serves both halves of this great Double Mar- 
ket with a live, daily news-and-ideas service. 
That’s Retaitinc Daity. That’s why retail 
executives like Nathan Sachs call RETAILING 
their “Business Bible.’’ That’s why home fur- 
nishings buyers all over the nation consider 


Accessories Television ts ans © 
A te ae : 


Te Sd 


a daily session with RETAILING a “must”... 
just as every one of the Sachs home furnishings 
buyers does. 


Only ReraiLinG Dairy offers advertisers com- 
prehensive coverage of the country’s Double 
Market . . . and does it at the lowest cost-per- 
thousand in the field! If you’re aiming to do a 
double-barreled selling job with America’s 
home furnishings retailers you'll find the 
bull’s eye much easier to hit with RETAILING 
Daicy. Let us prove it! 


RetTAILinG Dairy, A Fairchild Publication, 
7 East 12th Street, New York 3, N. Y. 


THE RETAILING DAILY DOZEN: 


Twelve “firsts” which make RETAILING the logical choice for 
No. 1 spot on your home furnishings business paper schedule. 


—total circulation © —publication facilities —advertising linage 


== NO.1IN | —tetail circulation —news coverage —advertising $ volume 
ey? = —market coverage —“all-lines’ coverage —number of advertisers 


—frequency —editorial linage —exclusive advertisers 
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Gibbs Joins Schroeder 


Victor A. Gibbs has resigned as 
manager of the beef sales division 
of John Morrell & Co.’s Ottumwa, 
Ia., plant to become general sales 
manager of Schroeder Packing 
Company, Glenwood, Ia., effective 
Aug. 1. He is*succeeded by Harry 
W. Moore, who has been with 
Morrell since 1932. 


Joins ‘Newsweek’ 


Norman -Nicholson, formerly 
Michigan news editor for the 
United Press, has been appointed 
editorial chief of Newsweek’s De- 
troit bureau, succeeding Ed 
O’Brien, who has been named 
chief of Newsweek’s Chicago bu- 
reau. 


FREE!" reader - 
ship of your ads 
LIFE-like EYE* 
photo. Used 
advertisers. 
100 new subjects 
. Mat or Glossy 
Print plan at low cost. 
Write for new FREE 


tions. EVE*CATCHERS. 
10 E. 88 St., N. Y. C. 16 


‘Heat-Sealed’ 
Butter Featured 
in Dairy Drive 


MINNEAPOLIS—In its initial ad- 
vertising campaign, after 25 years 
in the dairy business, Lakeside 
Creamery, Minneapolis, is open- 


ing a $25,000 campaign to push | 


its newly patented “heat-sealed” 
packaged butter in the Twin 
Cities territory. Further advertis- 
ing is planned for additional mar- 
kets in Minnesota later this year. 

The new package being em- 
ployed by the dairy is one of three 
in the country. Copy stresses that 


the heat-sealed pack prevents) 


odors from entering the package 
and flavoring the butter, 
‘normally increases shrinkage. 
_ Future advertisements will 
‘point out that the packaging op- 
‘erations are under one roof, guar- 
lanteeing butter “fresh as the day 
|it’s made.” 

Without the benefit of adver- 


which | 


tising, the company has built its 
sales up to 1,500,000 pounds an- 
nually in the Twin Cities area. | 


However, the competitive threat | 


of margarine has brought neces- | 
sity for new aggressive promo- 
tional plans. 

Radio and newspapers and the 
Grocers Commercial Bulletin will 
be used. Weekly newspaper in- 
sertions in Minneapolis and St. 
Paul papers plus daily radio pro- 
motion over Arlene Haberle’s 
WTCN program have been sched- 
uled. 

MacKenzie, 


Inc., Minneapolis, 


handles the account for ue crsened 


‘McGraw Names Ramel 


George R. Ramel, formerly on 
the sales staff of Business Week, 
New York, has been appointed 
‘sales manager of Engineering 
News-Record and Construction 
| Methods, New York, McGraw-Hill 
publications. The appointment is 
effective Aug. 1. Prior to joining 
| McGraw-Hill, Mr. Ramel was as- 
|sociated with the Hearst enter- 
prises. 


Public 
Buildings 
24 Billions 


Public and pip 
Service 
Plants 

74 Billion 


Hospitals 
6 Billions 


Schools 
ll Billions 


Churches 
10 3/4 Billions 


Hundreds of 


These buildings create a 


: material handling, Processin 
furnace and control equipm 
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Brick and Clay Plants need huge s 
quantities of equipment Now... .Can you help? oe i 


need fo 
s Power, 
ent. 


The tremendous backlog for industrial, commercial 


and public construction—70% of which is masonry— 


represents a tremendous market for brick, tile and 


sewer pipe. Manufacturers of these products are plan- 


ning now to ‘modernize old plants and build new 


ones to meet the increased demand for their products 
in the $16,000,000,000 construction program. Mate- 
rial handling, processing, power, furnace and control 


equipment is urgently needed for these plants. 


Put your advertising to work where it can help make 


sales—where it reaches the men with the authority | 
to buy—in BRICK AND CLAY RECORD, the one publi- | 


cation that completely covers the 


clay products industry. 


Brick and Clay Plants Must Ex- 


pand to meet increasing demands 
from other industries 


“A PICTURE STORY OF CLAY PRODUCTS” 
tells how you can help. 


Send for your copy today. 
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PIT MINING 


You can sell and serve through the 
world’s Leading Clay Journal 
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Joe Brattain, radio producer of Erwin, Wasey, New York, ha 
created a country retreat for advertising people. Several month 
ago Joe bought a 100 acre estate in West Shokan, N. Y., converted i 
into a country inn and christened it “Woodland Acres.” The ad 
vertising people who swarmed to the place raved about the cook- 
ing, the mountain brook pool, tennis courts, and horses but com- 
plained they couldn’t stay long enough because of shows and re- 
hearsals in the city. Joe is solving this problem by converting 
a big barn on the grounds into Studio X for rehearsals and pro- 
grams can be sent into New York City direct by telephone line— 
so get your reservations in early... ° 

Julio Zerkowitz of Empreza de Propaganda Standard Ltd., Ri 
de Janeiro, the Brazilian associate of National Export Advertisin; 
Service, has arrivec 
in New York on hi: 
first visit to the 
United States. . . And 
Arthur F. Connolly, 
vice-president in 
charge of the over- 
seas division of Dor- 
land, Inc., has re- 
turned from a busi- 
ness trip throughout 
the Caribbean area. . 

Eugene Carr, di- 
rector of radio fo: 
Brush-Moore News- 
papers (WHBC, Can- 
ton, and WPAY, 
Portsmouth, O.) has 


V. P. HITS JACKPOT, TOO—Even agency vice- Deen elected to serve 
— are winning radio prizes as proudly ex» 4 Second term as 
ibited in this picture by D. Robert Parman, vice- Pres. of the Canton 
president of Ted Bates, Inc.. New York. He won Chamber of Com- 
the Gruen wrist watch on ABC for guessing the merce. Mr. Carr and 
Hooper rating of the Louis-Walcott fight, and a J, P. Williams, exec. 
case of Scotch via a phone call from MBS on yy of WING, Day- 
“Three for the Money.” tos , y 

t , and WIZE, 
Springfield, represent the radio industry on the Ohio C. of C.. . 

Jay Belcher, publishing director of Progressive Architecture, 
made a perfect dead-stick landing on the golf course of the Briar- 
cliff Country Club, near Pleasantville, N. Y., a few weeks ago. 
The engine of his Piper Cub conked out at 3,000 ft. with an iced 
carburetor... . 

George Jordan, public relations director, Olmsted & Foley, 
Minneapolis, has taken on an extra-curricular task for the Com- 
munity Chest. He’ll direct this fall’s drive among the large plants 
of Minnesota, taking over for Gerald R. Stark, who has gone to 
Texas as president of Texas Vermuculite Company. 

Bob Svensson, general manager of Smith, Bull & McCreery, 
Hollywood, has been elected vice-president of the Hearing Center 
of metropolitan Los Angeles, a Community Chest agency. Earl 
Dumont, of the same agency, who expects to become a father very 
soon, has bought a house in the San Fernando Valley to accom- 
modate the addition. . . 

J. C. Stentz, who went to work for John Morrell & Co., Ottumwa, 
Ia., in 1901 for $30 a month, and has been Ist v.p. and director of 
sales for the past 21 
years, will retire 
Aug. 5 under the 
company’s retirement 
income plan. A. B. 
Collier, his assistant, 
takes over in the top 
sales post. < ei 
Taylor Spink, Sport- 
ing Goods Dealer, 
sponsor of National 
Tennis Week, gave a 
$50 savings bond to 
veteran displayman 
Joseph B. Whitney, 
VanDervoort MHard- 
ware Co., Lansing, 
Mich., first prize 
winner in the win- 
dow display contest 
featuring the week... 

John Bronis of the 
ad staff of Retailing 
Daily missed a Chi- 
cago home furnishings market for the first time since 1930. He ha: 
been taking a rest on doctor’s orders, but plans to be back at work 
early in August. . . Yachtsman Joe Leigh, chairman of Einson- 
Freeman Co., Long Island City, N. Y., has been on a month’s cruise 
to Maine on the 45-ft schooner Reveler. . . 

Stanley Marcus, exec. v.p. of Neiman-Marcus, Dallas, will ad- 
dress a business conference in Brussels Aug. 20 at the invitation ot 
the Belgian Minister of Commerce... 

Frank T. Coulton of the London office of the Times of India, 
has arrived in New York on business. . . Brian MacCabe, executive 
director of the London office of Foote, Cone & Belding, has been 
appointed as attache to the whole of the British team in the XIV 
Olympiad in London. Before the war Mr. MacCabe was a well 
known Olympic athlete and was the only British finalist in the 
800 meters in the 1936 Olympics in Berlin. . . 

Ben Sonnenberg, head of the public relations firm bearing his 
name, has sailed on the Queen Elizabeth for a trip to England, 
Paris and the south of Europe. . . Thomas D’Arcy Brophy, Kenyon 
& Eckhardt president, has been elected a member of the corpora- 
tion of the Massachusetts Institute of Technology for a five-year 
term. . . Al Stanford, just resigned as director of the Bureau of 
Advertising to join the New York Herald Tribune, Sept. 1, has left 
for a five weeks’ motor trip through England and France. . . 


CANOE RACER—Irwin W. Tyson, treasurer of 
O. S. Tyson & Co., New York, has been selected as 
one of a two-man team to race the Royal Canoe 
Club for the International Challenge Cup races. 
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WOMEN’S 


sell fashion merchandise to department 


department store subscribers d 


of the to 


volume on women’s and childr 
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al department store 


wear, fabrics and related fashi 


Fair 


child Bldg., 7 E.12th St., 
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Women’s Wear avilyy 


The Retailer/s Daily New$paper 


Ns ae Oe He 


ah) OTe aaa 


ee ee ee HI pie eee ee, ees init cage a3 a a ae = limes ee cs eer i Oe ee a ae i ieee - ee a Jes 
: ?. 4 P ze 
6, 16 48 - 
B al ; ey 
1} 
— 
, he 
it 
& 
" 
cdl ! 
. ‘ im 
Yews- 
Can- 
PAY, 5 
) has 
serve 
n as 
anton ; 
Oo m = | : 
| 
r and | ; 
> 
exec. 
| 
Day- 
NIZE, 
Ree 0 
cture, 
3riar- 
3 ago. : 
1 iced iy 
“J 
a; re ; 
Foley, | 7 
Com- j 
plants 
ne to a 
ey 
reery, rs 
‘enter . 
Earl i 
- very = 
>com - ee 
mwa, ’ 
tor of 
in Zs aN pe ‘ a, at am Py, f a ( : 
"7 A > . */f e /- ° ef °?/ - om 94 
\ ; e Mj \ ; Q iD | \ ; \ | ( 
{ : Hod 
> oo oe * — 
3 tea 2 s is ge ps ve ic a i ny 
- ee ae ag Ge sae a a oe yar 
. 4 Cate 0 ee een Fete ica pot _ . oi ; Pamet ay Th Piaget Ts Pecks a 
gp "ee Z ond en za : he ae ee eile Soe! 
"3 st e : : Hai ‘ ee ne os a i 3 43 at Es Pie: % 
er of ‘ 
ed as A ( \ \ \ (\ ( ( \ 
~ ei 
wanoe ‘ 
races. t eS 
e ha: ; F 
work 4 
nson- oe 
-ruise 
a 
1 ad- 7 
on ot 
al 
[ndia, 
‘utive : 
been 
_ XIV 
well ; 
n the 3 
g his : 
sland, 
‘ 
snyon 
pora- 
Kiger pe ; 
au of i 
| i 
ope oe cas cisiatr h Bt  L cop hag Sut MA DE eh cn Re ARE, ai gee LAS Lae esd nls tk AY Sain clk Ba as Aaa: age Ponsa kee Ne Sout otis te et ocala Sn Nk ene Reo oe ae eet Gt ee ee cae et ah Se he Og 3 


oa 


22 
Appoints Williams 


Howard E. Williams, formerly 
San Francisco manager of Young 
& Rubicam, has been named gen- 
eral manager of the Wine Grow- 
ers Guild, Lodi, Cal., effective 
Aug. 1. Mr. Williams succeeds B. 
C. Solari, who has retired. 


Tyler Plans to Retire 


Charles A. Tyler will retire as 
general manager of the Philadel- 
phia Inquirer at the end of this 
year, but will continue as chair- 
man of the newspaper and as 
treasurer. and a director of the 
Philadelphia Inquirer Charities, 
Inc. 


THE Fuller to Erwin, Wasey 
| Fuller Brush Company, Hart- 


| ford, Conn., has appointed Erwin, 
MARKET IS 


Wasey & Co., New York, to handle 


7 advertising for Debutante cos- 

R P | Fi Cc metics (AA, July 12). The Don 

® B. Fairbairn Company, Hartford, 

% Guition | American Ne _— continues to handle the industrial 
ae fy othee | advertising for the company. 


food, drinks, — ; 
ele a = = “each this big ao | 
‘ou. 

magazines. interstate | Un ‘owes To Campbell-Ewald 

show you how advertising in these | _Mary Henry, formerly produc- 

publications reap big markets and | tion manager in the San Francisco 

profits! bs ny 4 bey sndaihelhies tn | office of West-Marquis, has been 

NOTE: Ressarch Co. of America on 7 Ss /named production manager in the 
erences of Negroes from coast to coast, San Francisco office of Campbell- 

tite now for this free information, 'Ewald Company, New York. 
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Quality Printing Plates 


en 


- REVERE PHOTO ENGRAVING C0. 
712 Federal Street ¢ Chicago 5, Hl. 
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| dising scheme is designed to pro- 


Postal Department 
Aids LetterWeek — 


New Yorx—“Your Letters Are | 
Priceless.” 

Such is the gospel of the Paper | 
Stationery and Tablet Manufac- | 
turers Association which has 
selected it as the theme of the 11th 
annual National Letter Writing 
Week, Oct. 17-23. 

Airlines, railroads, post offices, | 
libraries, manufacturers and deal- 
ers are expected to cooperate in 
the observance. Manufacturers 
are distributing four-color posters | 
to retailers for display. 

A highlight of the event will be 
the annual window display con- 
test, open to the following classi- 
fications of retailers—department 
stores, stationers, variety chains, 
drug stores and other outlets. Cash 
prizes amounting to $660 will be 
awarded to the winners. 

Strong support is expected 
from the Post Office Department, 
which will distribute five-color 
posters, illustrating the -theme, 
“Write Today— Make Someone 
Happy” to 25,000 post offices. In 
addition it will hand ott a mil- 
lion leaflets containing a postman’s 
reflections on letter writing. 

Advertising aids will be made 
available to department stores and 
promotional tie-ins suggested. To 
qualify a window exhibit for entry 
in the contest, it must be kept on 
display for three or more days 
during National Letter Writing 
Week. 


STATIONERS PLAN 
SCHOOL CARNIVAL 

New YorK—Out to sell the 31,- 
000,000 boys and girls who will 
start a back to study movement 
in the fall, the Paper Stationery 
and Tablet Manufacturers Asso- 
ciation has dreamed up a “School 
Carnival.” 

This advertising and merchan- 


mote the sale of school essentials 
such as tablets, notebooks, pens, 
ink and pencils. The “School 
Carnival” will be plugged in 10,- 
000 retail store windows—the ex- 
hibits having been prepared by 


| the Wholesale Stationers Associa- 


tion of the USA. 

While intended primarily to 
boost their own volume, the man- 
ufacturers point out that their 
promotion is a natural for tie-ins 
with other industries with an in- 
terest in school-age. customers— 
ready-to-wear, sporting goods, 
gift shops, etc. 


20th Century-Fox, UP 
Plan Film Library 


Twentieth Century-Fox and 
United Press Association, New 
York, have signed a long-term 
agreement to cooperate on a film 
library for television stations. 

Fox Movietone News will docu- 
ment UP dispatches with motion 
pictures to be forwarded to video 
stations. The service will provide 
daily coverage. Subscribing sta- 
tions will receive a basic film 
library. 


Names Fellman Agency 


Berger Emerald Toe _ Stores, 
women’s Emerald Toe hosiery and 
Underpretties, with executive of- 
fices in Philadelphia, has ap- 
pointed Leonard F. Fellman & 


Kelly ad. 
phrase—“know-how.” 


the war single-handed. 


ay 


HE MAESTRO'S VIOLIN & 2 Manes peor of per- 
fection. Aad im this same iradition of crafts 
manship. Ketty engineer. and workmen sive 
comuanily for perfoom a@ tires Fou 34 veer, 
this painstaksng are has resulted in ‘res fa mows 
for dependatiny and plus pectormame—the 
choke of duetimnating drivers since the days 
of the horse aad carmage 


bility ... 


“trouble-free driving?” 


Sl li li i i i 


tires than this ad tells me. 


Know-how makes them Better ! 


that appear throughout the copy. Dillies like “tradition of 
craftsmanship . . . painstaking care . . . famous for dependa- 
choice of discriminating drivers.” 
Jeeves, that Mr. Arbuthnot authored this copy. Who else 
would use such phrases as “insistence on perfection” and 


The great advantage of the cliche, Jeeves, is that it can 
be applied almost anywhere. Know-how makes them better, 
for example, could be used as a headline for an ad about 
nylon hose, baby food, lawn-mowers, piston rings or radios. 

Notice that signature, Jeeves—KELLY TIRES. Is that second 
word used as a noun or a verb? And if it’s used as a verb, 
is it used transitively or intransitively? 

I don’t like to be unkind, 
Dodge are wearing out and, as a member of the consuming 
public, I’d certainly like to know more about replacement 


Vhe Creative Wane Corner 


Jeeves, wasn’t Arbuthnot the name of The New Yorker’s 
cliche expert? I haven’t seen him in print recently—so I ; 
suspect he must now be writing advertising copy for Kelly- ; 
Springfield. For certainly nobody but Mr. Arbuthnot would 
have thought of dusting off the old Stradivarius for this 


Notice, too, Jeeves, how he has dusted off that war-born 
I thought that had been interred 
with all those ads that implied their sponsors were winning 


It’s not just these two outstanding cliches, however, that j 
endear this Kelly ad to me, Jeeves. 


It’s the little cliches 


ie ~ 


TES SAME HEMETENCE On perfection 


oo 
today’s now Kelly finer than ever. Its super 


strong core bade ® insulated ond cushioned 
woh satura commer And ts Armorubber tread 
is 60 tough & can outwoar acl Depend on 
Kebys for eaten thousands of miles of wouble- 
free driving aad on the Kelly Desler for 


tes! tre-service Lauvw-how 


—— 
~ . 
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THE KELLY-SPRINGFIELD TIRE COMPANY. CUMBERLAND. MARYLAND 


I am certain, 


Jeeves, but the tires on my 
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3 Buy Kudner Stock 


A. M. Corrigan and C. M. Rohr- 
abaugh, account executives, and 
Myron P. Kirk, radio director, all 
with the Kudner Agency, New 
York, have become stockholders 
in the company. 


Grey Names Lieberman 


A. L. Lieberman, formerly me- 
dia director and account execu- 
tive of Peck Advertising Agency, 
has been named an account exer - 
utive of Grey Advertising Agency, 
New York. 


Associates, Philadelphia, to handle | 
its advertising. 


Changes Status 


The Seattle Export Lumber) 
Company, wholly owned subsi- 
diary of the United States Ply- 
wood Corporation, will be known | 
in the future as the lumber divi- | 
sion of United States Plywood 


| Corporation. 


Knox Advanced 


E. G. Knox has been named as- | 
sistant sales manager of the Ditzler | 
color division of Pittsburgh Plate | 
Glass Company, Detroit. He has | 
been with the division for over | 
14 years. ‘ 


e wear well... 


This agency is a compact service group of 5 specialized 
principals . . . copy, layout, media, research and production. 
As such, we could work out of one corner of a large agency, 
but we happen to enjoy running our own show. Individually, 
we are not the greatest brains in this screwy business, but in 
four good years we have learned to work well together. We 
believe people are important, but never as important as the 
things they do and how they do them. We have kept our 
performance high, the client’s costs modest. We wear well. 


ROYAL & DE GUZMA 


452 FIFTH AVENUE. NEW YORK 18. NY. © CHICKERING 4-0140 
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‘EW! Acnunchy kintiof © — 


NEW CRUNCH—This full-page ad in 
Parade July |! introduced Derby Foods’ 
new line, Peter Pan Crunchy peanut 
butter, which has been added to its 
established smooth variety. Needham, 
Louis & Brorby, Chicago, is the agency. 


New Peter Pan 
Crunchy Peanut 
Butter Launched 


Cuicaco—Derby Foods here is 
introducing a new line, Peter Pan 
Crunchy peanut butter, via Sun- 
day newspapers and radio in what 
it claims is the “biggest campaign 
ever used to introduce a new pea- 
nut butter.” 

A full-color, 1,000-line ad is 
appearing in Parade and Sunday 
newspapers throughout the coun- 
try. A two-color spread is running 
in the July issue of Progressive 
Grocer. Derby’s 15-minute ABC 
show, “The Adventures of Sky 
King,” also will be used. 

The 1,000-line ad stresses, “Now 
there are two kinds of Peter Pan 
Peanut Butter! Smooth — Amer- 
ica’s favorite—triple-ground for 
extra smooth eating and spread- 
ing! Crunchy—Lots of crunchy, 
fresh-roasted peanut bits mixed 
all through!” 

Pictures of both jars are shown, 
with a red background on the 
“smooth” label and a blue back- 
ground for “crunchy.” 

Needham, Louis & Brorby here 
is the agency. 
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market 


survey 


+ 
Your key to more than 500,000 bet- 
te: -than-average income New York 
fo nilies and the brands they prefer. 


C: vers consumer brand preferences 
a! ong 21 grocery, drug, and house- 
he id products. 


Sind for your copy today. 


Appoints Schenk 


Harry S. Schenk, formerly with 
the Journal, Portland, Ore., has 
been named executive vice-pres- 
ident and general manager of the 
California Manufacturers Associa- 
tion, San Francisco. 


Joins Gray & Rogers 

Curtin MacAfee, formerly an 
account executive of Aitkin-Ky- 
nett Company, has been appointed 
an account executive of Gray & 
Rogers, Philadelphia. 


Names Frisenfeldt Raymond Adds 2 


__ Fred Frisenfeldt, formerly with| Raymond Service, Inc., New 
|Robert Deibler & Associates, Los| York, direct mail advertising, has 
|Angeles, has been named in charge | "@med Thomas W. Brown as pro- 
of the newly opened offices of the | duction manager and Robert RR. 
‘Industrial Publishing Company, | Cahn, assistant to the production | 


located at 1250 Wilshire Blv4., Los | Manager. 


Morton Sidley has been pro- | ledo, has been appointed to direct 
moted from sales manager to sta-| the advertising of Bonnot Com- 
tion manager of Station KXOA,| pany, Canton, O., manufacturer 
Sacramento, Cal. |of clay processing machinery and 


Angeles. T A i, Pe 2 
rarer wo Appoint Blaco 
KXOA Promotes Sidley Blaco Advertising Agency, To-| 


special steel mill equipment, and 


Meta-Kote Corporation, Toledo, 
producer of Meta-Kote shingle 
preservative. 


IMPSON-REILLY, LTD. 
Publishers Representatives 


SINCE 


LOS ANGELES GARFIELD BUILDING 
SAN FRANCISCO RUSS BUILDING 
SEATTLE NEW WORLD LIFE BLDG 


Matchless Moments with Oxford Paper 


by Tony Barlow 


W 


gm, 
| | 


(Gz 


1 


AD AGENCY PRODUCTION DEPARTMENT HOLDS 
PARTY IN HONOR OF CATALOG PRINTED 
ON OXFORD POLAR SUPERFINE ENAMEL 


IECES printed by 


party in their honor. 


paper to specify. 


screen or finer, and 


WQXR and WQXR-FM 
Radio Stations of The New York Times 
730 Fifth Avenue, New York 19, N.Y. 


Oxford Polar Superfine Enamel 
almost make you feel like throwing a 


plenty of places where Polar is the 


Polar is superfine for direct mailings, 
catalogs, house organs and school and 
college annuals. It’s ideal for photo- 
graphic art books, company reports 
and scientific texts, too — anywhere 
you want to reproduce fine illustrative 
detail by the letterpress process. 


With Polar, you can specify 150-line 


reproduction that renders the finest 
half-tone copy with jewel-like clean- 
ness and snap. Four-color process 
work, type matter, line art— everything 
looks better on Polar Superfine. 


Here’s why: Oxford’s Polar Superfine 
Enamel has the “custom-made” touch 
that makes it a truly fine paper. Con- 


stant checks on each run—from pulp 
to finished sheet—assure you of a 
paper you can’t beat for uniformity 
and quality—for consistent surface 
brightness, smooth level coating and 
over-all excellence. 


letterpress on 


And there are 


Assuring you of quality printing — 


and satisfied clients — is the business 
of Oxford Paper Merchants. So look 


to them and their detailed knowledge 


of all papers when you plan your next 
printing job. You'll find an Oxford 
Merchant near you — in any of 48 key 
cities, Coast to coast. 


get letterpress 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Ill. 


Included in Oxford’s line of quality printing and label papers are: Polar 
Superfine Enamel, Maineflex Enamel Offset, Maineflex C1S_ Litho, 
Mainefold Enamel, White Seal Enamel, Engravatone Coated, Cartax 
English Finish, Super and Antique, Aquaset Offset and Duplex Label. 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17,N.Y. 


DISTRIBUTORS 
in 48 Key Cities 
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Day 500-mile race with Mauri 
Rose and Bill Holland, Ist and 
2nd place winners, driving their 
Blue Crown Spark Plug Specials. 
Magazines, trade _ publications, 
outdoor posters, direct mail and | 
point-of-sale material will be 
used. A motion picture of the) 
1948 race will be used for sales 
meetings. Behel & Waldie 


Dowler to Make Toys 


W. Dent Dowler has resigned as 

a partner in Frederick E. Baker & 

Associates, Seattle, to manufacture 

children’s educational toys in Los 

Angeles. The firm name will be 

By the Dowlers. Distribution will 

i be on the West Coast at the out- 

’ set, with some test marketing in 
New York. 


Duo-Therm Plans 
National Drive 
for Space Heater 


LANSING, Micu.—-Duo-Therm di- 
|vision of Motor Wheel Corpora- 
tion here will conduct a national 


Briggs, nee, & ae a campaign late this summer on its 
1948 fuel oil space heater line. 


Blue Crown Maps Drive _ Robin Kelly Moves he comment wilt Gant? wale 


h '- Blue Crown Spark Plug Com- Robin Kelly & Co., market and | zines and five trade publications, 
: pany has plans for an advertising | editorial research, has moved to | t yet A tn eeliilen be sade 
: and sales promotion campaign fea- | larger quarters at 340 Brooks Ave., | "0! Yt named, in addition te 

; turing the Indianapolis Memorial | Rochester 11, N. Y. spot announcements. Ads will em- 


“period” furniture styles for the 
heaters, which include the new) 
Sheraton upright model. 

A complete consumer catalog in | 
'full color is being issued. Among | 
other sales aids are an all-purpose | 
‘line folder, newspaper mats and) 
window and showroom displays, | 
_including a surfboard girl cut-out | 


BO%e o¢ your Comnos!- 
A SAVE house organs, Bar* 
itsts, price 
loss. 
forms. 


RATE COMPOSITION SERVICE 


42 S&S Dearbern St Crieace 


B accu 


h HAR 9634 


'phasize fuel-saving qualities and | 


| 


that provides action as a space 
heater blows paper ribbons on the 
girl’s skirt and surfboard. 

Simultaneously, Duo-Therm is 
releasing promotional material to 
dealers on oil and gas water heat- 
ers, including sales catalogs, en- 
velope stuffers, window streamers, 
mats and a cut-out with real 
shower curtain and e light flasher 
unit. 

Young & Rubicam, Chicago, is 
the agency. 


Ennis Opens Agency 
Helen L. Ennis, formerly copy 
chief of the Pacific Coast Adver- 
tising Company, San Francisco, 
has opened her own public rela- 
tions and advertising office in the 
Flood building, San Francisco. 


‘News’ Increases Price 
The Evening News, Salem, 

Mass., has increased its single copy 

price from four to five cents. 


as 


+ 
a 
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100,000 TICKET HOLDERS 


WEBR’S MODERN STUDIOS YEARLY! 


The ticket-taker at WFBR's big Studio A is a busy fellow. He collects 
free admission tickets from over 100,000 loyal WFBR fans that 


throng the station every year. 


What does this mean to you? Plenty! This big crowd is the only plus” 
; of its kind that you can get in Baltimore. It's a home town listener 


a loyalty that is just one of the reasons why WFEBR is first in the 


nation’s sixth largest market. 


This year over 100,000 Baltimoreans will visit WFBR, get their copy 
of “Let's Listen’(WFBR’s program highlight guide), see great 


shows, look at interesting merchandise displays and generally have 


ca swell time. 


ABC BASIC NETWORK 5000 WATTS 
REPRESENTED NATIONALLY BY JOHN BLAIR & 


IN BALTIMORE, 


In planning your fall time buying, please remember this — in Baltimore 
WB os 


MD. 
COMPANY 


Advertising Age, July 26, 1£ 48 


New Labeling, Ac. 
Plan Completed 
by Fox Head 


WavkKeEsHA, Wis.—A new lab |- 
ing program has just been co):- 
pleted by Fox Head Brewing Co) 1- 
pany here, aimed at integrati ig 
and improving all of the cor- 
pany’s packaging and advertisi: ¢. 

A new trademark and logoty »¢ 
trade name, introduced last su:.- 
mer for Fox Head light 40)” 
beer in 12 ounce bottles, have 
now been put into use in repac«- 
aging of all bottle sizes for both 
light and dark beer. 

In the new trademark, the fo’s 
head has been turned to a profile 
view which the company claims 
is visible at twice the distance of 
the old trademark because of im- 
proved background, contours and 
use of color. Identical layout and 
colors preserve unity and aid 
brand identification in the labels 
of the light and dark beers, with 
only a rearrangement of colors to 
permit differentiation. The new 
colors are buff, tan, “fox red” and 
gold. Lippincott & Margulies, New 
York, designed the new trade- 
mark and labels. 

Four-color ads promote the new 
packaging in a list of magazines 
(AA, March 22) while newspaper 
space will be used in key mar- 
kets. Weiss & Geller, Chicago, is 
the agency. A new cartoon style 
fox, making his debut under the 
registered name of “Headley,” 
will be used in ads and in display 
and promotional material. Whole- 
salers’ trucks are being restyled 
under the program as they need 
repainting. 

A. C. Powers, general sales 
manager, said that an “impressive 
sales performance” has _ been 
shown by the light beer since its 
repackaging last summer. The 
program is aimed at implementing 
plans for expanded production 
and distribution. 


Heinz Names Editors 
To Judge Awards 


H. J. Heinz II, president of H 
J. Heinz Company, Pittsburgh, 
and chairman of the U. S. Asso- 
ciates of the International Cham- 
ber of Commerce, has announced 
that three newspaper editors will 
serve as judges in the associates’ 
competition for the “most pene- 
trating and stimulating” editorials 
of the year on international eco- 
nomic relations. 

The judges are Erwin Canham, 
Christian Science Monitor; John 
F. Knight, Chicago Daily News. 
and Roy Roberts, Kansas City 
Star. Awards of $500 and a bronze 
plaque will be given among news- 
papers both of more and less than 
50,000 circulation. 


Carey Appoints Smith 

Frank J. Smith has been nan ed 
advertising and sales promot on 
| manager of Philip Carey Mfg 
| Company, Lockland, O., roofing 
shingles, building specialties «nd 
‘industrial products. He succecds 
| Harold D. Bates, who has bee! 
|}made general merchandise m:n- 
| ager. Before joining the compeny 
|in January, Mr. Smith was in ‘he 
bey: and advertising departme :ts 
_of Owens-Corning Fiberglas C: r- 
| poration. | 


Philco Shifts Moran 


John J. Moran, sales manager 
of the accessory division of Phi °0 
Corporation, has been named s} °- 
|cial television representative. — [e¢ 
will assist Frederick D. Ogill vy. 
| manager of television sales, to e :- 
|pand the Philco television sa > 
| program as new stations go ont & 
air. 


Palmer Joins KFC&C 


Theodore Palmer, former rad © 
and copy supervisor in the adve - 
tising department of Procter 
Gamble, Cincinnati, has join: ‘ 
Kastor, Farrell, Chesley & Cli - 
ford, New York. 


| 
| 
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mete A small coupon in U.S. NEws & WORLD REPORT entitled “Handy Way to Sub- 
ES jn scribe” has brought in during the first quarter 3,913 new subscriptions. The cost 
“dap of this space on a 52-time basis was $4,680. Subscription revenue was $19,565. 
rs wi This means that through this highly volun- 
he nex tary method of circulation acquirement, we 
ee; New will have secured this year 15,652 new sub- 
' trade- ° . 
aa scribers (at $5) as against 9,081 secured dur- 
Salinas ing 1947 (at $4). 
wspaper 
Pong Such subscriptions come as a result of present subscribers pass- 
= age ing their copies on to their friends. They come from people who 
wl buy a few copies of U. S. NEws & WORLD REPORT on the news- 
‘emcee stands and then become regular subscribers because they find in 
— this magazine exactly the kind of material they have been look- 
Sara ing for. 
$ been 
ane its Here is the matter-of-fact little coupon that does the job— 
menting 
a HANDY WAY TO SUBSCRIBE} 
U.S. NEWS & WORLD REPORT 
‘Ss Circulation Department, 437 Parker Ave., Dayton 1, Ohio 
Please enter my subscription to U. S$. News & World Report for one year 
and send bill to me. (U. S., its possessions, Canada, Newfoundland, Central and | 

Fd H South America, Spain, Philippines, $5; other countries, $6.) 
go 
—— 
ors will 
pene And the reason this little coupon does so thorough a job is be- 
al eco- cause more and more responsible men recognize the need for 
—o reliable and up-to-the-minute analyses and forecasts of economic, 
2 City political and social conditions the world over. 
bronze 
Se then THE GROWING FLOOD OF SUBSCRIBERS IS IN- 

EVITABLE ...IT IS A FLOOD FED LARGELY BY 
th UNSOLICITED SUBSCRIPTIONS COMING FROM RE- 
ahened SPONSIBLE AND INTELLIGENT PERSONS WHO, AS 
ieee A CLASS, ARE FIRST IN BUYING POWER ... FIRST 
roofing IN INTELLIGENCE ... FIRST IN RESPONSIBILITY 
1ece- ... FIRST IN INFLUENCE. 
Be Can you think of any better audience before which to place your 
tme its important advertising messages? Unthinkable. 
is Core 
4 U. 8. News & World Report 
a WASHINGTON 
ye, fe 


Ogill y, Circulation Guarantee 350.000 


r 4S a SUuUOSTantia IONRUS WE im excess O fuarantee 
toe: it bstantial I ll f t 


Just released: America’s Top Business Executives Report on the Usefulness of the Management Magazines They Receive. Copies available upon request. 


* 


| = * USEFUL NEWS FOR IMPORTANT PEOPLE 


Cli: . 


Knowledge is Power”) 
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163,098. 


“THE WESTERN 
FARM LIFE 
stihes the Poti 
No. ! FARM MARKET 


LIFE — Circulation 131,592 
(Dec. J5, 1947). Total Farms 
in “The Sure-Crop Area” 


hae 
a 


In 1947 the eight mountain states served 
by the Western Farm Life ranked first in 
average cash farm income in the United 
States, when compared with the other 
geographical sections of the country. 
[his “Sure-Crop Area” is your number 


one farm sales market. 
iv. per farm 


No. |—Mountain States $9,931.00 
No. 2—Pacific Coast $9,682.00 
THE WESTERN FARM LIFE is one of the 
Nation's leading Farm and Livestock publica- 
tions. In the 8 Mountain States: first in Circu- 
lation; first in Advertising Linage; first in 
Reader Service. 


The Western Farm bife 


7 DENVER, COLORADO 
7 National Representative: THE KATZ AGENCY, Inc, 


New w York ° Chie © * Detroit * Atlanta ¢ Dalle» Kanes Ci 


an Francisco * Los Angeles 


WASHINGTON—Department store , 


sales throughout the U. S. for the | 
week ended July 10 dropped 4% | 
/as compared to'sales for the cor- | 
| responding week of 1947. 


The sales index for the week 


fell to 219, lowest point since the | 


first week of January, when stores 


experienced the traditional post- | 


Christmas buying slump. 

A 10% sales decline from the 
same week last year was reported | 
by both the New York (second) 
and San Francisco (12th) dis- 
tricts. Largest drop in sales took 
| place in Seattle (down 17% from 
|year to year). Los Angeles and 
| Oakland were both off 14% 
| The Boston (first) district was 
|the only area which showed a 
|gain. Its 1% rise over last year’s 
| dollar volume of sales was sparked 
| by a 16% increase in New Haven, 


For many years, the Toledo public and 
parochial schools have continuously worked 
for traffic safety for school children. The Blade 
believed that this fine work deserved wider 
support and encouragement—hence its Green 
Banner campaign for traffic safety conducted during 
the past school year. With the fine cooperation of 
school authorities, school children, and the Toledo 
Safety Council, the campaign was so successful that 


oo 3 rs Toledo 


to promote traffic safety 


. .. where school traffic accidents were reduced 


37%, with the Schools and The Blade cooperating 


traffic accidents were reduced by more than one-third. Bronze 


plaques were presented by The Blade to the 19 schools which went 
through the year without an accident. 
“momentous occasion,” marking the first time in Toledo history 


termed a 


The presentation ceremony was 


that the school children were thus recognized for their safety efforts. 


Write for 


constructive efforts. 


“This is Toledo” booklet. 


You'd naturally expect Toledo’s oldest in- 
habitant, The Blade, to be interested in what 
goes on in the town, and to lend a hand to 
The Blade's interest in 
schoo! traffic safety is a natural outcome of its 


...and this is the TOLEDO BLADE 


interest in everything affecting the oncom- 
ing generation, whose lot it will be to carry 
forward the good work already under way in 
so many directions in building the still 
greater and better TOLEDO TOMORROW. 


TOLEDO BLADE 


One of America’s Great Newspapers 
REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 


In ceremony in Toledo's 
Civic Center Mall, Mayor 
DiSalle presents The 
Blade’s Green Banner 
awards to representatives 
of winning schools. 


No.71 
in a series 


MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 


Federal Reserve Figures on Department Store Sales 


and 14% and 10% rises in Spring- 
field and Providence, respective y, 
The Commerce Department’s re- 
port on chain store and mail order 
|sales for the month of May in- 
dicates an increase of about 9% 
above May a year ago. 
| Although chain store and mail 
order sales for May were slightly 


| 
| DSRAR EIN STORE 
INDEX 


| 4938.39 EQUALS 100 
| Fl Week to July 10, ’48* p219 

') Week to July 3, ’48*.p263 
Week to July 12, ’47* .228 
Week to July 5, ’47*. .207 
Month of May, ’48....309 
Month of May, ’47... .289 


oe pPreliminary. 
| ca *Not adjusted seasonally. 


% = 


PRO 


below those of April, sales con- 
| tinued strong, with largest in- 
|; creases reported by furniture 
/stores, building material dealers 
/and grocery stores. 

Drug stores and eating and 
| drinking places showed no change 
|from April to May, while hard- 
| ware and apparel stores were 
_ down 2% and sales of stores in 
| the general merchandise group 
| decreased 5%. 

Yr.-to-Yr. % Gain 
Mo. Week end, 


} 
| Federal Reserve of July July 


| district and city May 3 10 
| UNITED STATES. 3 r28 —4 
| Boston District ... -4 27 ] 
| New Haven..... —5 13 16 
Ef aware bodies —od 28 —4 
| Springfield ..... —1 27 14 
| Providence ..... ah 16 10 
|New York District 2 37 —10 
| Meowaerk .......- 4 31 —9 
D! RID a6 oricheeiuwe 1 r34 1 
New York ...... 1 38 —11 
Rochester ...... 3 r37 —7 
| Syracuse ....... —1 36 —12 
Philadelphia Dist.. 5 29 —2 
Philadelphia 3 29 — 
| Cleveland District. 3 29 —4 
rg ee 5 29 —s 
CIinCIBEAti ...5..% 1 19 ~- 
Cleveland ...... 3 r26 - 
Columbus ...... 8 30 i 
0 eee 4 22 -- 1 
Pittsburgh ..... 4 37 —10) 
Richmond District 0 r39 —-+ 
Washington .... —6 48 —l1l 
Baltimore ...... —5 29 —2 
Atlanta District r29 —]) 
Birmingham ... 1 60 2 
ee ee 26 _—" 
PN! eee eee r22 —10 
New Orleans r26 ( 
a 35 —13 
| Chieago District.. 26 0 
Coe Shoes os'e _ 27 ( 
Indianapolis 36 —-7 


3 

1 

1 

4 

6 

3 

1 

4 

1 

SEE © 854 6 66 52 1 

Milwaukee ..... 5 

St. Louis District. . 2 

Little Rock 4 

Louisville ...... 1 
yp ee 1 ‘ 
pe Pee 0 36 —" 
Minneapolis Dist.. s . 

Minneapolis 8 

oe Te 3 

Duluth-Superior. 13 

Kansas City Dist.. 6 

RE dc vam bee 4 

i... sar 9 

Kansas City .... 5 

St. Joseph ..... 0 

Oklahoma City.. 6 

ee Cerere ee 0 

Dallas District... . 6 

Dallas 0 


to 


Fort Worth .... 3 r17 1 
BOUstOMm 4... ses. 18 36 18 
San Antonio ... 7 26 —7 

San Francisco Dist. 5 r23 r—1l( 
Los Angeles Area —1 15 —14 
OE ae 3 14 —14 
San Francisco.. 3 21 —* 
ie gt) ee 4 61 —i 
Salt Lake City.. 6 * bd 
EE giepeteds —1l1 18 —17 
rRevised. 


*Data not available. 


Plans Magazine Drive 


Atlantis Sales Corporation, Ro 
chester, N. Y., will promot: 
French’ s Worcestershire sauce be 
|ginning next month with colo 
and black-and-white pages i 
|Good Housekeeping, Ladies’ Hom 
| Journal, McCall’s, Woman’s Da: 
and Woman’s Home Companion 
|\J. Walter Thompson Company 
|New York, is the agency. 
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FIFTEEN BELOW 
=! Be The sharply defined lights and shadows of a prairie winter are captured by Stan Ekman in 
ee this painting which illustrates the virtues of casein colors. The original painting is in full color, 
“ se but its dramatic lights and darks are expressed in this halftone reproduction. Expertly handled, 
1s casein colors produce vivid color effects and their waterproof character adds sharpness of 
yer definition to overpainting. 
—14 
on Whatever the artist's medium, we at C M & H take pride in preserving in engravings the 
— values that he puts into his work. The graphic power of magazine illustrations, editorial and 
advertising, depends upon close team-play between artist and art director, production man and en- 
e graver. Our reputation for fine engravings is based, in part, upon our appreciation of this fact. 
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Start Housing Drive 

Dealers for Adirondack Homes 
Company, New York, will begin a 
newspaper campaign this week in 
about 150 newspapers throughout 
the country promoting the new 
1% story budget home which can 
be erected anywhere. The agency 
is the Chernow Company, New 
York. 


Starts Training Course 


Eastman Kodak Company, Ro- 
chester, N. Y:, has started its first 


class in photographic goods sales- | 
|Caples Company, 


manship for dealer personnel in 


a new Kodak sales training center | 


will be given twice a month. 


located in Kodak’s main office. ; 
The center is designed to help Ko- | 
dak dealers and their salesmen to 


'a better understanding of sales 


opportunities and to progressively 
improve photographic merchan- | 
dising. The course, lasting 10 days, | 


Cody Joins Caples 

John M. Cody, former adver- | 
tising and public relations man- 
ager of the Irish Air Lines, until 
the recent abandonment of its 
transatlantic operation by the 
Irish government, has joined the 
New York, as 
an account executive. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


Auto Dealers 
Preach Safety 


In Comic Book 


Detroitr—The National Auto- 
mobile Dealers Association has 
just published a 16-page comic 
book, presenting traffic safety ad- 
vice sugar coated by the cartoons 
of 11 comic strip artists. 

The booklet, to be distributed 
to children and adults by auto- 
mobile dealers throughout the 
country, will preach traffic safety 


'via such comic strip favorites as 


Bugs Bunny, Henry, The Berrys, 
Dixie Dugan, Elmer, Tim Tyler, 
Bruce Gentry, Abbie an’ Slats, 
Joe Jinks, The Toodles and Cokey. 

Several million copies will be 
distributed this year. The book- 


ing the aaverse reader reaction 
usually created by safety litera- 
ture plainly labeled as such. The 
“comics” deal with street play 
and bicycle safety for small fry, 
and with driving skills and civic 
responsibility of teen agers and 
adults. Weimer-Olds Organiza- 
tion, Columbus, O., public rela- 
tions agency, designed the book- 
let. 


Marketers Elect 


John A. Zimmerman, Robbins & 
Myers, Springfield, O., has been 
elected president of the Central 
Ohio Industrial Marketers chap- 
ter of the National Industrial Ad- 
vertisers Association. Other offi- 
cers are: Vice-president, Maurice 


L. Mullary, Mumm, Mullay & 
Nichols, Columbus; treasurer, 
Luther E. Ohrstedt, American 


Ceramic Society, Columbus, and 


ADMINISTRAT ION let, lithographed in color on stock | secretary, Reginald W. Testement 
. - of higher grade than traditional|Byer & Bowman Advertising 
Published bi-monthly at Milwaukee, Wis. newsprint, is aimed at overcom-| Agency, Columbus. 
2,349,000... Mar. 1942 
2,300,000—- May, 1946  —- 


2,200,000... Aug. 1945 


2,100,000... Oct. 1944 


2,000,000...Sept. 1940 


1,900,000... Sept. 1939 


1,800,000.. 


Sept. 1938 


1,700,000... Apr. 1937 


1,600,000... Oct. 1934 


1,500,000... Apr. 1934 


1,400,000... Mar. 1932 


1,300,000... Mar. 1929 


1,200,000... May, 1927 


1,100,000... Aug. 1926 


1,000,000... Dec. 1925 


Lots of room 


900,000... May, 1925 


...for any advertiser in the 
New York market . . . millions 


800,000...June, 1924 


of prospects for every commodity 


imaginable! Lots of room, too, in 


700,000... Oct. 1923 


thelargest newspaper circulation 


in America—in the New York 


market... reaching 7 out of 10 


600,000... Mar. 1923 


families in New York City, which 
means a majority of everybody 


500,000... Apr. 1922 


and everything everywhere in 


the market...And at lesser cost 


than lesser media!.. 


400,000... Mar. 1921 


.Allthedata 


any advertiser needs—on market 


asking! Call or write — 


or medium—is yours for the 


300,000... Oct. 1920 
THESENEWS 
200,000... Mar. 1920 New York’s Picture Newspaper 
100,000... Jan. 1920 


Advertising Age, July 26, 19-8 


Video Will Help 
Liebmann Pick 
‘Miss Rheingold’ 


New Yorx—An estimated audi- 
ence of 1,125,000 of four New 
York City television stations wi.! 
help to determine for Liebmann 
Breweries who “Miss Rheingold” 
for 1949 will be. 

Six contestants will be inter- 
viewed in a series of 52 five-min- 
ute telecasts divided between 
WCBS-TV, WABD, WJZ-TV and 


WPIX, between Aug. 9 and 
Sept. 3. 
Television thus becomes the 


newest medium to be used in- 
tensively in the campaign for 
selection and promotion of “Miss 
Rheingold” in the New York 
metropolitan area, on which Lieb- 
mann now spends $2,400,000 an- 
nually, said Philip Liebmann, 
vice-president and director of ad- 
vertising and public relations. 

For nine years, he added, the 
company has spent more than $1,- 
000,000 in advertising annually, 
almost entirely on this promotion. 
The company selects the most 
likely candidates from professional! 
models, and the public picks the 
winner through ballots placed in 
boxes at retail outlets. 


Media Used Intensively 


Liebmann claims to be _ the 
largest single product advertiser 
in the metropolitan area. The 
campaign involves 25 large in- 
sertions a year in black and white 
in eight general dailies and 15 
full-page color gravure insertions 
in each of eight weekend supple- 
ments; 12 different 24-sheet poster 
designs annually on about 2,000 
boards in Greater New York, New 
York state, northern New Jersey 
and Connecticut; three cards in 
every suburban railroad car leav- 
ing New York City; six regional 
magazines; football radio  pro- 
grams, and six complete window 
display campaigns in 5,500 out- 
lets, in addition to display cards 
distributed every three weeks to 
20,000 outlets in the metropolitan 
area. 

Liebmann sales are now re- 
ported to exceed 2,000,000 barrels 
annually, ranking this company 
among the “big five” brewers of 
the country. 

Foote, Cone & Belding, New 
York, handles Liebmann adver- 
tising. The company’s display ma- 
terial is created by Einson-Free- 
man Company, Long Island City, 
Mr. Liebmann explained, and 
“the lithographer responsible for 
producing all our posters and car 
cards, and who pioneered with us 
in developing direct color pho- 
tography for 24-sheet posters, is 
Forbes Lithograph Mfg. Company, 
Boston.” 


‘Hindu’ Publishes 
Anniversary Issue 


The Hindu, Madras, India, wi'! 
publish a first anniversary ind:- 
pendence issue Aug. 15. There wi! 
be a special supplement to the 
regular daily edition of this In- 
dian-owned daily, containing ar- 
ticles by leading business author- 
ties and Indian government offi- 
cials in the United States an' 
India. 

The topic will be trade relatior 
between U. S. and India. The Ne\ 
York office of The Hindu is at 4’ 
E. 51st St. 


Rathmann Named A. M. 


J. C. Rathmann has been name‘ 
advertising manager of Rollin 
Burdick Hunter Company, insur 
ance broker, with principal office 
in Chicago, New York and Seattle 
He also will centinue as manage) 
of the audit and survey depart- 
ment and as account executive. 
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Sept. 8-11. Advertising Typog- 
raphers Association of America, 


22nd annual convention, Grove 
Park Inn, Asheville, N. C. 

Sept. 13-14. National Association 
of Magazine Publishers, 29th an- 
nual meeting, Essex and Sussex, 
Spring Lake Beach, N. J. 

Sept. 26-29. Mail Advertising 
Service Association, annual meet- 
ing, Bellevue-Stratford Hotel, 
Philadelphia. 

Sept. 26-29. Advertising Spe- 
cialty National Association, annu- 
al convention, Palmer House, 
Chicago. 

Sept. 29-Oct. 1. Direct Mail Ad- 
vertising Association, annual con- 
vention, Benjamin Franklin Hotel, 
Philadelphia. 

Oct. 11-12. Inland Daily Press 
Association, annual meeting, Con- 
gress Hotel, Chicago. 

Oct. 20-23. Printing Industry of 
America, annual _ convention, 
Edgewater Beach Hotel, Chicago. | 

Oct. 25-27. Association of Na- 
tional Advertisers, annual conven- 
tion, Waldorf-Astoria, New York. 

Nov. 8-10. Southern Newspaper | 
Publishers Association, annual} 
convention, Soreno Hotel, St. | 
Petersburg, Fla. 

Nov. 15-20. Outdoor Advertising | 
Association of America, 53rd an- | 
nual convention, Hotel Peabody, | 
Memphis. | 

} 
} 


Franke Leaves McCarty 
to Form L.A. Agency | 


Gene Franke, account executive | 
of the McCarty Company, Los 
Angeles, has resigned to form the 
Advertising & Sales Consultants 
Agency, 2404 W. 7th St., Los An- 
geles. Mr. Franke was formerly 
with Fuller & Smith & Ross, New 
York. Second principal in the 
new agency and responsible for 
art and production will be George 
Burtt, formerly with Courtland D. 
Ferguson, Inc., Washington, D. C. | 

Accounts to be handled include 
Western Stove Company, Culver 
City, (ai.. 
and Arrowhead Brass Products 
Corporation, Alhambra, Cal. 


Granted Recognition 


Advertising Associates, Miami, 
Fla., has been granted recognition 
by the Southern Newspaper Pub- 
lishers Association. 


| vertising. A 


To Bozell & Jacobs 


Donaco Plastics, Inc., Chicago, 


|has named the Chicago office of 


Bozell & Jacobs to handle its ad- 
national magazine 
campaign will be launched to pro- 
mote the company’s SafTdri plas- 
tic stocking shell. 


Boylan Joins Gardner 


Robert J. Boylan, formerly di- 
rector of public relations and ad- 
vertising at St. Louis University’s 
Parks College of Aeronautical 


Technology, has joined the new | 
Washington office of the Gardner | 
Advertising Company, which has | 
the Army and Air Force recruit-| 
ing account. 


B-B Pen Names Kalech 


B-B Pen Company, Los Angeles, 
has named Phil Kalech Company, 
Chicago, a new organization, as 
its exclusive United States sales 
representative. Mr. Kalech re- 
cently resigned as vice-president 
in charge of sales and merchan- 


| Aviation Corporation, 
/appointed commercial sales mana- 
|ger of Crosley Motors, Inc., Cin- 
| cinnati. 


dising of the Toni Company. 


the sales department since the 

Pedersen to Crosley | home milk pasteurizer was intro- 
Jack P. Pedersen, former De-/| duced in 1947. 

troit representative for Bendix | 

has been 


| Get A Drug Product? 


| Many drug firms are 
| erying the blues. But 
|my client’s sales are 


Waters Advanced over 10% ahead. Want 


George Waters has been ap- | more business ... NOW? 
pointed sales manager of the| ¥"*: 
home pasteurizer division of | Box 7113, Advertising Age 
Waters Conley Company, Roches- | 33¢ W. 42nd St.. N. Y. 18, N.Y. 
ter, Minn. He has been active in 


Photograph courtesy Chevrolet Division, General Motors Corporation 


Fine Malf-Tone Reproductions 
Require Fine Coated Paper 


and McGregor, Tex., | 


“Fresh as a daisy after driving 93 miles’ captioned the above photograph in a 
Chevrolet advertisement. This splendid example of publicity, designed to attract 
women, was employed to illustrate a recent article in ADVERTISING AGE... 


one of many national publications using Consolidated Coated for top-quality 


printing of illustrations and text. 


Consolidated Coated 


Papers 


The comfort, style and convenience of motor 
cars, furniture or household utensils . . . of 
unusual interest to women... can be vividly 
portrayed with good photographs. 

The smooth, enameled surfaces of Con- 


solidated Coated reproduce all the beauty 


PRODUCTION GLOSS 
MODERN GLOSS 


and details of fine photographs in a striking 
and realistic manner. Yet this superior 
enamel is sold at uncoated paper prices. 
Manufactured in weights down to 45 
pounds, Consolidated Coated meets almost 


any printing need. 


CONSOLIDATER WATER POWER & PAPER COMPANY 


MAIN “FFICES 


WISCONSIN RAPIDS, WISCONSIN 


SALES OFFICES 


Fiery Madars GMs 535 S$O.LA SALLE ST., CHICAGO 3 
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Hosts of Ghost Bills Return 

as Congress Reassembles 
WAsHINGTON—The return of | 

Congress breathes new life into 


| 


a host of proposals which were | 
presumed dead for this year. At) 
the same time it causes hurried 
adjustments in the plans of thou- | 
sands who participate in, report, 


or attempt to influence the law- | pleasant complications. At 


making process. 


By STANLEY E. COHEN, Washington Editor 


| sion there may be occasion for 
| such matters as margarine tax re- 


merchants, and provide plenty of 
grist for a community where so 
many specialize in predicting, ex- 
= | plaining and pontificating. 

* * x 


—,. 


a 
4 
a. 


Surplus Property Administrator 
Jess Larson expects to clean out 
inventories of left-over personal 
|property (largely consumer 
goods) by the end of the year, in 
|}anticipation of going out of busi- 
/ness entirely by Feb. 28, 1949. In- 


peal, the tidelands oil bill, the | ventories on July 1 amounted to 
O’Hara bill reorganizing FTC, and | ¢5 4 pinion, less than a half bil- 


the District of Columbia sales tax,|jjon of it personal property. 


—— 


which other cities may copy. | systems are to be eliminated after 
Prolonged sessions in murky) Aug. 31 to speed the clearance. 

Washington weather create un-| 2. Se 

the | 


| 


courts last week, with KPRC, the 
Houston Post station, protesting 
FCC’s Port Huron decision, which 


says that stations must carry | 
political texts uncensored. FCC 
feels broadcasters are immune 


from libel! action when carrying 
political speeches, but KPRC in- 
sists that Texas broadcasters can- 
not be relieved of liability for 
defamation under state laws. 
* * a 

With more than 61,000,000 now 

employed, experts here believe 


- “ be |that manpower shortages will be 
said to be a “model” sales tax | The complicated priority purchase | 


one of the chief business -head- 
aches this winter. The pinch may 
be even more evident as the draft 
swings into action. Besides taking 


The fight over the broadcaster’s | several hundred thousand young 
| same time they create unexpected | responsibility in handling political |men who might otherwise go into 


If the Congress remains in ses-' business opportunities for local| speeches headed into the federal | the labor force, the armed services 


Real Estate Prospectus (Washington, D. C.) 


The Star brings many a real estate buyer and seller together in 
Washington, D. C. Owners think first of The Star when they have 
property to sell. Real estate agents think first of The Star as the 


medium for reaching valid prospects. 
dwellings in the pages of The Star. And they all get results. 


Homeseekers seek their 


The Star’s Evening and Sunday 1947 total for real estate display 


advertising was 942,584 lines—over 100,000 lines more than the 


next highest local paper. Total for the first three months in 1948 


was 217,883 lines—more than all other Washington newspapers 


combined. Advertisers who follow the lead of Washington property 


owners capitalize on a good Washington habit. 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by 
Dan A. Carrout, 110 E. 42nd St., NYC 17 
Tue Joun E. Lutz Co., Tribune Tower, Chicago 11 


Advertising Age, July 26, 1943 


| will need about 30,000 older me , 
for officers. 
* ” * 

Bryan Houston, executive vice - 
president of Pepsi-Cola Compan, , 
is the latest topnotch business ma), 
|drawn into the Economic Coop- 
|eration Administration by Pav! 
| Hoffman. Mr. Houston, who is , 
former partner in Houston 
Wisher, Cleveland industrial re- 
lations firm, and a former vice- 
president of Young & Rubicam, i; 
to direct ECA’s office of informa- 
tion. Now 48, he was a seama: 
in World War I, and a colonel in 
_ World War II, serving in pro- 
;}curement, contract termination, 
|property disposal and public re- 
lations. 


| 


* * * 


A last ditch fight to keep trade 
and technical advertising on the 
list of legitimate contract ex- 
penses for new defense items is 
now under way, with Joseph 
Gerardi of McGraw-Hill among 
the prominent leaders. Since serv- 
ice auditors had virtually decided 
against advertising as a cost in 


future contracts, the committee 
obviously is working against 
heavy odds. In pleading for rec- 


ognition of trade and technical 
advertising, publishers point out 
that trade publications make im- 
portant contributions to defense 
work through the dissemination of 
“know how” data. 

| co oa * 

As it turns out, the House ap- 
propriations committee is not a 
committee of art experts. Last 
year the committee  bedeviled 
Under Secretary of State Bill Ben- 
ton about paintings which the 
State Department had obtained 
from distinguished artists at nom- 
inal prices. Committee autocrats, 
who consider themselves experts 
| on all subjects, ridiculed the paint- 
ings, and threatened to cut off 
Benton’s entire appropriation. 
Benton is out, but the last laugh 
is on the committee. Up for sale 
as surplus, the paintings are 
bringing a handsome profit to the 
government as a result of the 
high bids by real art experts. 
| + * * 
| It may be hard to believe but 
the National Association of Real 
Estate Boards has figures to prove 
that homes are being built 
| throughout the country for as low 
|as $6,000. Surveying 208 cities, 
'the association found builders of- 
| fering modern frame or brick 4 
|and 5-room homes for $7,500 in 
‘about half the cities. The report 
doesn’t say how many. 


300,000 Guarantee Set 
for Dell Video Magazine 


| The circulation of Modern Tele 
vision & Radio, new monthly mag- 
azine to be published in Decem- 
| ber by Dell Publishing Company, 
|New York, is estimated at over 
/400,000 and the initial guarante° 
| will be 300,000. Dell reports that 
the new magazine puts the De’! 
| Modern Group estimated circula- 
|tion delivery over 3,000,000 wit. 
'a guarantee of 2,700,000. 

The black-and-white page rat: 
|for Modern Television & Radio i 
| $705, based on $2.35 per page pe 
| thousand. Effective with Febru 
-ary, 1949, issues, all Dell Moder 
|Group magazines will be sold a 
| $2.35 per page per thousand in 
|dividually and discounts will b 
offered as follows: 5% for adver 
tisers using any two magazines o 
the group; 10% for advertiser 
|/using any three magazines, anc 
15% for those using the entir 
group. This makes the basic rat: 
per page per thousand $2 for th: 
group. 


Fruehauf Opens Drive 


Fruehauf Trailer Company, De- 
troit, has launched a new cam- 
paign in magazines and business 
papers, using full pages in two 
colors to feature the company’s 
entire line of truck trailers and 
all-steel truck bodies. The De- 
troit office of Kudner Agency is 


in charge. 
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= ,the result of a successful test in; Hansen is being retained as con- 
| Louisville last March. |sultant to the editorial staff and 
jusaeateey | Schwimmer & Scott here han-| Plans to free lance as merchan- 
dles the account 'dising and promotion consultant 


oe }in the fall. 
| Appoints Miss Weiss 


10 627 abyime cowse You wave fe Bet shaceneme 


Proofag 
Practica: Soneers 


EDITORIAL ‘Egan Appointed A. M. 


Lillian Weiss, former home fur-| John R. Egan, formerly a cre- 
inishings coordinator of Allied ative executive of Arthur Towell, 
|Stores Corporation, New York, | Inc., Madison, Wis., and sales pro- 
/has been appointed editor-in-chief | motion manager of Handscraft 


Sse sess ‘of Home Furnishings Merchandis- |Company, has been appointed ad- 


=e |ing, New York, a Haire publica-|vertising manager of Hamilton | 


tion, succeeding Esther Skaar|Beach Company, Racine, Wis., a 
Hansen, who has resigned. Miss | division of Scoville Mfg. Company. 


‘Monroe Joins Y&R 


Milton C. Monroe, former di- 
rector of advertising and sales 
promotion for the import lines and 


|specialties of Schenley Distillers 
has| 


Corporation, New York, 
joined the merchandising depart- 
ment of Young & Rubicam, New 
| York. 


-Aumack Joins Nyal 

| cs. Aumack, former divisional 
sales manager for William R. 
Warner & Co., has been appointed 


} 


,director of all sales activities of 
'the Nyal Company, Detroit, maker 
of vitamins, cough and cold reme- 
dies, laxatives and baby special- 
ties. 


| 
| 
| 


NOW OVER 


90,00 


CIRCULATION (current averace) 
ST. JOSEPH NEWS-PRESS 
St. Joseph Ouzette 


| 


| 
| 
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Builder and 
Building Supply News salesmen have 
a supply of these ad-type memos, each 
containing the salesman's picture, with 
a space for his personal message to 


CONTACT — Practical 


customers and prospects. Salesmen 

use the forms for keeping in touch with 

prospective accounts and for reminding 

scheduled advertisers about special is- 

sues or for passing along useful infor- 
mation. 


ay 


Linco Products 
Expands Coupon 
Drive for Bleach 


Cuicaco—Linco Products Dis- 
tributing Company here last week | 
extended its current coupon cam- 
paign on Linco household bleach 
to additional markets in Illinois, 
Wisconsin and Minnesota. 

The coupon drive, offering 
housewives a 20-cent reduction on 
a purchase of a gallon of Linco) 
bleach, already is under way in 
Louisville and Lexington, Ky.; 
Muncie and Anderson, Ind.; 
Waterloo and Cedar Rapids, Ia., 
and St. Paul and Minneapolis, 
Minn. In the Twin Cities, most 
recent of these, 85% distribution 
has been attained among 1,900 re- 
tail food stores. 

Coupons mailed to housewives 
are backed up with quarter-page 
ads running four weeks or more 
in local newspapers. In Waterloo, | 
Cedar Rapids, Lexington and_/| 
Springfield, the coupon was in-| 
cluded in the ad. 

The company, which is now | 
using five local radio shows in| 
Chicago,. may make a network | 
show this fall of its 15-minute) 
“Linco Breakfast Quiz” on Sta-. 
tion WGN. The product, which is | 
distributed in 10 midwestern states | 
and Kentucky, is being merchan- | 
dised with the aid of displays, | 
tie-in posters requesting customers | 
to “redeem your coupon in this! 
store,” and tie-in ads prominently 
displayed. The current coupon | 
campaign, the company said, is 
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If it’s fine detail | 
you demand... | 
then try | 


FINE OFFSET PRINTING 


The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 
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Theie agencies know it too! 160 advertising agencies advised their clients they had 
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And so will the 284 advertisers in the 
276 page August issue of SEVENTEEN. * 
They know their product is as good as sold — 
for now and the future — when it’s seen in 

. SEVENTEEN. They know their schedule is 
incomplete unless it covers the multi-million 
feen-girl market; unless it includes the magazine 
that serves the market—SEVENTEEN 


“ 
to be in August SEVENT EN 
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INTRODUCING: The Arcosy Advance—something new to help you sell your dealers 


ARGOsY—The Complete Man’s Magazine—now gives its adver- timed to arrive in late October, just when dealers are thinking 
tisers an extra selling-plus for their ARGOsy advertising dollar about displays and “what goes up front.” 
with. this completely new merchandising plan—The ARGOSY 


Advance— Who Writes The Advance? 

9 These are the four men, each with years of experience in his 
What Is The Arcosy Advance : field, who will gather the editorial material for the four editions 
The ArGosy Advance is a promotional trade news digest . . . four of The Advance: Harold Hutchins—Drug Store Merchandisg 
separate editions, covering the four most important retail markets edition; Herbert Smythe—Sporting Equipment edition; Jesse 


for manufacturers of men’s merchandise—Men’s Wear, Sporting Stechel—Beverage edition; and William Quantrell—Men’s Wear 
Equipment, Beverage, and Drug Store Merchandise ... in handy, edition. 
a) easy-to-read tabloid form. . 
This fall thousands of top retailers all over the country, in Arcosy Moves Merchandise 
each of the four fields, will receive their first issue of The Advance Important national advertisers such as Chesterfield, Schenley, 
with its complete coverage of up-to-the-minute news about con- Daly Brothers, Botany, Wildroot, Zippo, Paris, Indian Moto- 
sumer, trade and. point-of-sales promotions that manufacturers cycle, Warner Brothers Pictures and many others who have 
are planning for the coming holiday and winter selling season. discovered this new market are finding that ARGOsy—The Com- 


Each edition will be written especially for its field and will be plete Man’s Magazine—is doing more selling for their advertising 


MORE BUSINESS 
THROUGH 
BETTER 


The ARGOSY Advance | ==" 
DRUG STORE MERCHANDISE EDITION | “er 


FALL SEASON 1948 


VOLUME | NO. |} 
PUBLISHED BY ARGOSY MAGAZINE 


eve-caTcHERS | Bid For Greater Holiday Volumes | 
or ee To Be Backed By Heavy Promotion 
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dollar. And now, with this new merchandising plan—The ARGOSY 
Advance—advertisers get an even bigger value! 


The Advance Means More Sales-Power 


Although the editorial columns of The Advance will be open to 
any manufacturer with newsworthy plans of promotion in the 
man-market, advertising columns in each of the separate editions 
will be open only to ARGosy advertisers. Size of space in The 
Advance is determined by the amount of contracted space in 
ArGosy. This valuable space bonus gives ARGOSY advertisers 
another authoritative selling-voice. One that talks directly to 
retailers ... telling them what’s being done to help them sell more. 

The ArGcosy Advance is one step in a large-scale merchandis- 
ing program planned to help ARGosy advertisers. 


Order Space Now 


Be among the first to get full benefit from this combined selling 
force... ARGOSY—The Complete Man’s Magazine (now reaching 
500,000 all-around male readers)—and The ArGosy Advance 
which will hit retailers in four important man-markets. An order 


MEANS MOI 


or reservation for space now means you start selling top dealers 
and one half million ARGOsy customers this fall and winter. 
Contracted space for the Spring of ’49 may also be merchandised 
in the Fall editions. 

Check your agency today, or have an ARGOSY representative 
call to give you full details on the Fall editions of The Advance, 
closing the middle of September. 


For the complete, detailed story of 
today’s newest man-market, and 
how it can cut your sales costs, write 
for your free copy of the new ArGosy 
booklet “A Man-Market That's Mov- 
ing.” Write: ArGosy, 205 East 42nd 
Street, New York 17, N. Y.—333 
North Michigan Avenue, Chicago, 
l.—427 West Fifth Street, Los An- 
geles 13, California. 


The ARGOSY Advance | “= 


MEN’S WEAR EDITION 


MORE BUSINESS 
THROUGH 


MERCHANDISING 


VOLUME | NO. |! 


PUBLISHED BY ARGOSY MAGAZINE 


FALL SEASON 1948 


SALES-BUILDING 
DISPLAY KIT 


Greater Promotion Efforts Planned a 
To Combat Resistance To Higher Pricing 


Send for this new kit which 
builds great windows! 


a = ‘ iia q : Ma 
e. _ 4 Beach © - Re tl a = 
i = ; 3 a ners oe oe eh in ss ie =o 

: os 
7 i 
; ae 

; 
es 

* 


= 


ee 

; (Wy ts O Y 0 MORE BUSINESS _ 

| = ry | (’ THROUGH 
BETTER | : 
BEVERAGE EDITION ee | 8 
™ SUBLISHED 8 <G0SY MAGAZINE ALL SEASON 1948 vouume | NO ° 
a —___| Market 1 
arket Trend Observers See Liquor Sales | j 
——— - 
; : Sie GRR he whee © ugie oa Re vi 4 | * aise es : eye 4 
LASS Lae Ce me ape a 


7 
ne 
“i 
: 
a 
ee 
bi 
i 
ae 
u 
- 

e 


34 - 
Buys Columbus Site 


Sears, Roebuck & Co. has pur- 
chased a 36-acre tract northwest 
of the main business section of 
Columbus, O., for a mail order | 


plant and department store. Con- | 


struction is expected to be started 


next year. The retail store will be) 


the company’s only one in Co- 
lumbus, and the plant will serve | 
customers in Ohio and portions | 
of Indiana, West Virginia and 
Kentucky. 


Druggists to Meet 


The National Wholesale Drug- 
gists Association will hold its an- 


nual meeting at the Palmer House, | 
five-year guarantee on the sealed- 


Chicago, Oct. 18-20. 


| major 


Laundromat Gets 


$1,000,000 Push 
in 169 Papers 


MANSFIELD, O.—The 1948 West- 
inghouse Laundromat washer is 
set to get a $600,000 newspaper ad 
play in the next three months, and 


|/an additional $400,000 newspaper 
boost 


through the remaining 
months of 1948. 

The initial series of eight ad- 
vertisements in 169 newspapers in 
markets will stress the 


“water saver” control and the 


OUR BUSINESS !S THE HANDLING OF | 


PREMIUM ond CONTEST Responses 
FREE 16 PAGE BOOKLET 4 

a _ * . y;) é 
MINNEAPOLIS 3,MINNESOTA 


in-steel transmission on the wash- 


|er. Some of the ads also will fea- 


ture the recently introduced auto- 
matic electric clothes dryer. 

The new design, and portable 
characteristic of the washer will 
be accented. Copy plugs the fact 
that the amount of water used 
can be adjusted for three, six or 
nine pounds of clothes for a com- 
plete washing cycle with the wa- 
ter saver, whereas in previous 


models the washer required water | 


for a full nine-pound wash. 


| 
Fuller & Smith & Ross, Cleve-_ 


land, has the account. 


Joins Wysong & Miles 

Robert L. Beall has joined the 
sales department of Wysong & 
Miles Company, Greensboro, N. C., 
manufacturer of woodworking and 
sheet metal machinery. 


Joan Sack Joins Compton 

Joan Sack, formerly with 
| Ruthrauff & Ryan, has joined the 
radio copy department of Comp- 


ton Advertising, New York. 


| 


Administration's 
Anti-Inflation 
Drive Hits Snags 


Angered Congress 
Unreceptive; Meat 
Shortage Grows 


WASHINGTON — The administra- 
tion’s top command is warming 
over its anti-inflation program in 
the hopes of restoring controls 
over some prices—or providing 
itself with a potent campaign is- 
sue for the fall election. 

With meat well over the dollar- 
a-pound mark and still going up, 
the administration could have a 
potent talking point if the special 
session adjourned without placat- 
ing the housewife. 
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are sold, The Post leads in 25 of them. 


(A, B. C. 


No matter how you figure it, The Boston Post is your 
BASIC BUY. Among. all standard-size Boston morning 
newspapers, The Boston Post has far more circulation in 
@ CORPORATE BOSTON 
@ '0c FARE ZONE 


And in the 27 counties where 94% of all standard-size Boston newspapers 


@ 15-MILE AREA 
@ 30-MILE AREA 


12 Mos. 3-31-47) 


& he Boston Post 


' for further information and complete proof, consult the KELLY-SMITH COMPANY, national representatives, 
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The congressional Joint Con - 
mittee on the Economic Repo: 
has already warned that consun - 
ers are losing out in the ra. 
against increasing prices and th:t 
further inflation appears to be i, 
the offing. 

The joint committee pinned i:; 
pessimistic estimate on the po:- 
sible return of government defic 
financing as a result of increase} 
expenditures and the tax cut. 

But third round wage and pric: 
increases in heavy industries ar: 
already creeping into the pric: 
structure, with the possibility co! 
a spectacular spurt in the livin: 
cost index during the second ha!f 
of the year. 


Cold Reception Likely 


In his message to the returning 
Congress, the President is ex- 
pected to stress the fact that he 
sought “stand-by” authority last 
November to guard against this 
latest twist in the inflation spiral. 

But the angered Congress is un- 
likely to be very receptive to ap- 
peals which are so _ obviously 
linked with Democratic campaign 
strategy—whatever their justifica- 
tion. 

Like the President, the opposi- 
tion is warming over its anti-in- 
flation proposals, too. 

The U. S. Chamber of Commerce 
published another program of 
“voluntary measures” last week 
as its answer to the price spiral. 

The four-point chamber list, 
looking a bit ragged after the ex- 
periences of the past year, called 
for “restraint on the part of the 
country’s economic segments on 
the advancement of wages and 
prices,” “development by the gov- 
ernment of a monetary policy 
capable of controlling inflation,” 
“reduction of federal, state and 
local governmental expenditures,” 
and “encouragement of individual 
savings and discouragement of an 
over-expansion of credit.” 


Meat Shortage Ahead 


The President’s anticipated call 

for a return to price control is 
already under attack as too dras- 
tic a proposal. It is argued that 
farm prices, outside of meat, have 
started down, with wheat selling 
below the support level, and corn 
|down considerably. A return to 
|a partial control system presum- 
ably would introduce new distor- 
tions which might arrest the food 
price readjustment. 
_ But the administration’s most 
| potent argument is the bleak oul- 
|look for meat during the foresee- 
| able future. 

Agriculture Secretary Charles F. 
| Brannan estimated last week that 
|the per capita meat supply for 
| 1948 will average 145 pouncs, 
/compared with 155 pounds last 
year, and that the supply will ve 
substantially less next year u'- 

less the trend shifts. 

The department is urging far)1- 
,ers to increase the pig crop by a at 
least 10%. It points to more fav: 
able prices for feed, strong mar! et 
| demand, and the assurance of 

| continued price support. Some ex- 
“perts believe natural econon ic 
|forces are already working ‘>- 
| ward a revived meat supply. 

With corn prices going dow, 
cattle raisers may soon find it 
| profitable to ship corn to mark *t 
in the form of well fattened a: - 
mals. While the meat supply m y 
| be even more stringent during t ¢ 
coming months while the fatteni: ¢ 
process goes on, the long-run ov - 
look in this eventuality would @& 
bright. 

Besides price control aspec 5, 
the administration’s anti-inflati 0 
program presumably will a*<* 
compulsory authority to ratio 
and allocate scarce items wh. 
necessary, credit restrictions, co) - 
trol over speculation on the con - 
modity exchanges. It was nt 
known last week whether the pr - 
gram will also include wage co - 
trols. 
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lowa Hardware | 
Advertising Plan | 
Urged Nationally 


ATLANTIC Crry—The board of 
governors of the National Retail 
Hardware Association is studying 
a plan for a nationwide institu- 
tional advertising campaign to be 
packed by retailers and whole- 
sa.ers. 

The proposal was laid before the 
association’s 49th annual congress 
here by Philip R. Jacobson, Mason 
City, Ia., secretary of the Iowa 
Retail Hardware Association. He 
outlined a similar plan which his 
state association has conducted 
successfully since April, 1947, and 
urged its adoption on a national 
scale. 

The NRHA’s 1l-man board of 
governors will conduct a survey 
to determine means of financing 
the project, possibly on the basis 
of equal contributions by individ- | 
ual retail hardware dealers, the 
association and the wholesalers. 

The Iowa plan, as presented by 
Mr. Jacobson, seeks to identify | 
the hardware merchant as a home | 
town business man anxious to do | 
business in a friendly way with | 
his neighbors. Radio spots tie in | 
with display of a window emblem 
identifying the store owner as a 
member of the association. Mats | 
of the emblem for use in news- | 
paper ads, handbills and circu- | 
lars are distributed to merchants. | 
The eight independent wholesa!e | 
hardware distributors in Iowa co- | 
operate using both radio and 
newspaper advertising. 


Costs $25,000 in Iowa 


Mr. Jacobson declared that the | 
“IRHA” emblem, for Iowa Retail | 
Hardware Association, was chosen | 
because it can easily be changed 
to mean Independent Retail 
Hardwaremen of America if the 
plan is accepted nationally. 

“It is our eventual hope and 
dream that the letters IRHA will 
be pouring forth from radio sta- 
tions throughout the land, and | 
that the letters IRHA will be 
seen on the pages of scores of 
newspapers and farm papers,” he | 
said. 

The Iowa plan is financed by | 
the state association, without as- | 
sessments on members. The over- | 
all cost runs about $15,000 a year 
to the association, and the whole- 
salers put in another $9,500. 
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Reach more of 

in they 
education " 
field ae eter 


\\ 14,133 superintendents 
58,156 principals 
210,778 high school teachers 
409,790 grade teachers 
1,752 board members 
14,713 college and university 
\ people 


\ 


Write Georgia C. Rawson, 
Manager, for the complete story 
of more complete coverage, more 
intensive readership in Ameri- 
ca’s most influential market. 


4° MAGAZINES | 


727,000 SUBSCRIBERS 


TATE TEACHERS 


MAGAZINES — 


37 N. MICHIGAN AVE., CHICAGO 1, ILL. 


Mile.’ Figures Wrong | 
Mademoiselle carried 62.7 pages | 


| of advertising in July, 1947, and | 


not 148 pages, as erroneously re-| 
ported to AA and carried in its | 
monthly magazine linage tabula-| 
tions last week. Mademoiselle | 
carried 43.2 pages (18,518 lines) 


in the current July issue. 


Sponsors Football 


Standard Oil Company of Indi- 
ana will sponsor the home games 
of the University of Minnesota 
football team this fall over Sta- 
tion WCCO, Minneapolis. The 
university recently relaxed a ban 
against commercials originating 
on the campus. 


Stetler Heads ANA 


Program Committee 

Donovan B. Stetler of Standard 
Brands, Inc., has been named pro- 
gram chairman of the annual con- 
vention of the Association of Na- 


. 


|'Company, all of New York. The 


tional Advertisers, to be held at | 
the Waldorf-Astoria, New York, 
Oct. 25-27. 

Members of the committee are 
Frederick Bowes Jr., Pitney-| 
Bowes, Inc., Stamford, Conn.; J. | 
Ward Maurer, Wildroot Company, 
Buffalo; and Frank Ennis, Amer- | 
ica Fore Insurance; Robert M. | 
Gray, Esso Standard Oil Company, 
and L. Rohe Walter, Flintkote 


first two days of the meeting will 
be restricted to ANA members 
and invited advertiser guests, with 
agency and media representatives 
invited for the third day. 


Geissinger Resigns 
Davis Motor Account 

W. B. Geissinger & Co., Los 
Angeles, has resigned the account 
of Davis Motorcar Company, as 
of July 1. 

In making the announcement, 
Mr. Geissinger said: “We find 
that we are in sharp disagree- 
ment on basic advertising and 


marketing policies. . This dis-,;this agency to give its best serv- 
agreement as to methods and/ice; we prefer to resign the ac- 
timing makes it impossible for | count.” 


5 ri 


The average reader : 
of this publication | 
spends 2 hours f 
and 24 minutes | 
on each issue. 


Verified by FACT FINDERS 
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‘UELOI rT 232 Madison Ave. 
New York 16, N. Y. 


LExington 2-4566 


Inthe unhappy colony of California 
... the disappointed descendants of the 
grandees gave up all hope of treasure, 
and sustained pride and patrimony by 
sending to Spain each year shiploads 
of hides... But the thousands of skinned 
steer carcasses were left to the Indians 
and vultures, as the rancheros nobles 
held the only food fit for hidalgos was 
the flesh of bulls! ...With the arrival 
of the Americans, however, the local 
beef market boomed. 


Whuiue the Californian is a chronic 
guzzler of orange juice, avacado addict, 
serves green salad as an aperitif, stands 
high man in U. S. leaf-and-legume per 
capita consumption . . . he has not ceased 


to be carnivorous, an egg-eater and milk 
imbiber ... Where else in the world has 
the hamburger, hot dog and milkshake 
been more glorified in romantic roadside 
stands and drive-ins of distinction? 


Nortuern California continues to be 
a good customer of Eastern packers... but 
its new postwar population has made the 
production of animal foods an important 
industry in the eight Bay Area counties 
adjacent to San Francisco. 

Virtually all eight counties contribute 
some dairy products. Marin and Sonoma g 


(M 


4 


41 | 44 
-—and pofafoes: 


lead with annual volumes of $9 million 
and $12 million respectively. Even highly 
industrialized Contra Costa is somehow 
able to deliver as much as $1 million in 
dairy products per year. 

Sonoma, the self-styled Egg Basket of 
The World, now supplies more than one- 
quarter of all eggs laid in the state . . . the 
unimaginable volume of 40,758,593 dozen, 
worth some $21.6 million per year. Dairy, 
poultry, beef cattle, sheep and hogs, bring 
this county’s total to $47 million. 

The nine county total approximates 
$115 million annually, of which some 73% 
is dairy and poultry, and 27% livestock. 

The majority of the food produced is 
financed, sold and distributed through 
San Francisco-—and much of it consumed 
in the city and suburbs... evidence of the 
steadily growing market made by growing 


population and growing income... and 
another index of the rising value of the 
San Francisco market as a whole. 


Miarcuine the market and worthy 
of it, as a major medium, is The Chronicle. 
Watchdog of local interests, rich in local 
news and appeal, The Chronicle probably 
gives the best general news presentation 
west of New York... is indispensable to the 
opinion makers,and Northern Californians 
who must be well informed. 

First choice of smart SF specialty shops, 

and also mainstay of the big department 


Hi Wy 


ji} lI 


store advertisers, The Chronicle delivers 
traffic and turnover in the popular price 
ranges and charge accounts in the upper 
brackets . . . sells housewares and notions 
along with mink coats and jade... moves 
baby cereals and baby grands, breakfast 
food and evening gowns, candy bars and 
lorgnettes, baked beans and broccoli. 
Reaching every third city family, every 
fourth suburban, The Chronicle is a prime 
mover for prestige and profits, cash sales, 
and brand acceptance... Any SFW man 
will be glad to show how the market and 
the medium can fit your marketing plans. 


San Francisco Chronicle 


SawyeER, Fercuson, Waker Co., National Representatives 
New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 
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| bakers have been hammering | 
away in national magazines on a} 
“Go Ahead—Eat Bakery Foods” 
|theme after the improved wheat, 
situation allowed a_ turnabout| 
from a conservation theme. 

Back of these two campaigns | 
are two agencies, a public rela-| 
tions firm and two wide-awake | 
associations. Lloyd Ellingwood is) 
directing the program for the) 


Separately Planned, |millers while Mr. Ramey heads | 
/up the bakers association program. 


2 Campaigns Boost | | 
|The millers have assigned J. Wal- 


Bread, Bakery Goods | ter Thompson Company, Chicago, 

to plan their campaign, while) 

MINNEAPOLIS — If Americans| Foote, Cone & Belding is the| 
don’t consume more of the “staff | agency for the bakers and Theo-| 
of life” during the next three to) gore Sills & Company handles the | 
10 years, it won’t be the fault of | pakers’ public relations. 


the milling or baking industries. 
They are spending $7,500,000 to Mechanization Blamed | 
Harry W. Zinsmaster, chairman | 


encourage eating of more bread 
and baked goods. i Associa- | 
+ Eo : of the American Bakers ia- 
Coincidentally, both the Millers) tion, has said that the bakers and 
National Federation and the/gour millers “are in the same 
American Bakers Association are boat” and must meet the keen 
competition from other foodstuffs 


engaging in long-range promo- 
tional campaigns boosting bread which have reduced the per capita | 
‘consumption of bread and flour | 


and bakery products, although 
and bakery products. 


Bakers, Millers 
Put $7,500,000 
into Joint Drives 


conduct of the campaigns is han- 
died separately through various; }erman Steen, vice-president of 
public relations and advertising| the millers federation, said the | 
agency channels. ‘blame for the decline in bread | 
Just a little more than a year| consumption could be placed on 
ago both industries began to real-| the mechanization of industry, re- 
se tcc miter eum 
| p S CON-| creased consumption of dairy | 
sumption were on the decline. | products and citrus foods. 
They knew it would take a whale Both Mr. Steen and Mr. Elling- | 
of a selling job to build consump-| wood discussed the program this | 
tion and consumer demand back | spring in a series of 18 regional | 
up to the “safe” period of 1909, meetings for 2,000 members of | 
when per capita consumption a the industry and allied industries. | 


bread was 205 pounds. |The pair traveled 15,000 miles on | 
Half Prefer Home Baking _ their tour which ended June 29 


; in Chicago. 
In 1925, consumption of wheat! “]n the final analysis we want | 


| 


flour was up to 253 pounds per) 
capita; but by 1940 it had tobog-| 


ganed down to 230 pounds and 
continued on its tumbling trip to 


218 pounds at present. Income per | 


person, meanwhile, has risen from 
$588 to about $1,150. 

Both the baking and milling in- 
dustries conducted exhaustive 


surveys among housewives, home| 
economists, bakers, millers, man-| 


ufacturers a i ; is- | ‘ , 
ere and retailers. They dis 'campaign is successfully supple-| 


covered to their consternation that 
consumers are hazy about the nu- 
tritional values of baked goods 
and wheat flour products. Ac- 
cording to S. T. Ramey, promo- 
tional director of the Baking In- 
dustry Promotional Program, Chi- 
cago, 90% of women believe that 
baked goods have less value than 
other foods and 47% think com- 
mercial baked foods are inferior 
to home baked foods. 

The separate campaigns (the 
bakers started in earnest last May 
while the millers get going in Sep- 
tember) will act like a_ pincer 
movement across the country. And 
both groups hope that the com- 
bined efforts will produce a last- 
ing impression on the public—one 
that will aid in a consumption in- 
crease for perhaps the next 30 
years. 


Postponed a Year 


The milling industry’s campaign 
will spotlight the nutritive value 
of enriched bread and flour, push- 
ing a six-point nourishment pro- 
gram which involves protein, ribo- 
flavin, niacin, vitamin B, iron and 
food energy. 

The educational program will 
be leveled chiefly at school age 
children, with a nutritional theme 
aimed at informing the public on 
the values of flour 
goods. 

It was originally set to begin in 
the fall of 1947 but was forced to 
hold back for a full year due to 
the food situation at that time 
and the government’s wheat ex- 
port program. 

Starting in September, the mill- 
ers will “toss the book” at the 
public with advertising in 16 
magazines and farm papers (AA, 
June 12). 
Throughout the 


the summer 


and baked | 


the American public to under- 
stand completely the fundamental 
values—gcod tasting, nutritional, | 
|economic and food values—of the | 
products with which we serve the | 
consumer,” says Arthur Vos Jr., 
new president of the _ bakers) 
group. 


Coordinates 3 Activities 


BIPP’s hard-driving publicity | 
menting its advertising and other 
educational activities in selling 
the industry and its products to 
the nation. The entire program is 
designed to interpret baking and 
bakery foods to the American 
public. In carrying out this as-| 
signment, BIPP, under Mr.| 
Ramey, plays primarily an admin- 
istrative role, coordinating these 
three activities: 

(1) Advertising and merchan- 
dising through FC&B; (2) educa-| 
tion of professional, school and 
like groups, through consumer ed- 
ucation activities of the American 
Institute of Baking, and (3) gen- 
eral public education handled 
through Sills. 

The first phase of the current 
public relations campaign, which 
was launched last winter, was re- 
ported to have had sizable results 
by mid-winter. Duplicates. of 
magazines, newspaper and radio 
results were mailed in April to 
BIPP subscribers in a 16-page 
pictorial presentation. 


Has Field Service 


In early May even broader re- 
sults were shown at the ABA 
board of governors meeting in 
Chicago when newspaper and 
magazine clippings covering 40 
large display boards were shown. 

Close attention is paid to the 
meetings and activities of local, 
state and national baking groups. 
Whenever those activities can be 
used as a vehicle for telling the 
industry’s story, they are publi- 
cized. The publicity program’s 
major objectives are, of course, 
those of BIPP itself. 

In telling the story of baking, 
consumer publicity not only car- 
ries on a planned program of ac- 
tivity, but it also amplifies in 
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WHEAT FLOUR 


MILLERS’ FIRST—The six flags in this 


ads to follow in the long-range campaign just launched by Millers National Fed- 
eration under the Wheat Flour Institute name. 
the agency. 
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| |Eight ABC Shows 


Among First 15 
on Hooperatings 


New York — Summer listenc vs 
seem to prefer American Broa‘. 
casting Company programs, wi h 
that network taking eight spots «n 
the first 15 evening progranis 
listed in the July 15 Hooperatings. 

Walter Winchell, sponsored ly 
Jergens on ABC, led the parace 
with 12.0, followed by the 8:45 
p.m. segment of “Stop the Music,” 
sponsored by P. Lorillard on ABC, 
second with 9.9. 

Others in the top 15: 


Take It or Leave It (Eversharp), 


“ 
; i 


Som ENRICHED 


WS ics ctl chin teen's Canin eid¥is 8 
“Fat Man” (Norwich), ABC......: 4 
Mr. D. A. (Bristol-Myers), NBC ) 


Horace Heidt (Philip Morris), 
NBC 
Stop the Music (8 p.m., P. 


eben |e NS. 


Crime Photographer (Toni), CBS.7.4 
Big Story (American Cigaret & 
COMGEDS DEE 0.4 68.0 oe oe ess rasesve 6.9 
Gangbusters (Procter & Gamble), 
DEE £56 S ced bene ened eiate Hiss 6.8 
Your Hit Parade (Lucky Strike), 
NBC 6.8 
Break the Bank (Bristol-Myers), 
MEP elec cake rehes ts oomeeeeteser 6.8 
The Sheriff (Pacific Coast Borax), 
BE: \e'wci's Me atae ke 64h anrere eee es 6.8 
Mr. Keen (Whitehall Pharmacal), 
Ce “nob daneand ica tesat SCA 8305% 6.6 
Music Hall (Kraft Foods), NBC. .6.6 
Bob Hawk (R..J. Reynolds), NBC. 6.6 


Average evening sets-in-use of 
18.0 was down 5.4 from last re- 
port and up 0.7 from a year ago. 
The average evening rating was 
4.6, down 1.8 from last report, 
down 0.3 from a year ago. The 
current total evening sponsored 
hour index was 482, as compared 


| 
i 
Hl 
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full-color magazine ad will appear in all 


J. Walter Thompson Co. is 


news columns the activities of the 
other BIPP phases. As an in- 
stance, through its new field serv- 
ice department, BIPP will intensi- 
fy the merchandising efforts of 
the industry and obtain more co- 
operation at the point of sale 


| from retail food outlets. Publicity 


takes the same merchandising 
facts and presents them to the 
food field through the news col- 
umns of the food publications. 


Ist 4 Months Planned 


The program of public educa- 
tion is being constantly expanded 
by both the baking and milling 
industries. June’s activities were 
considered a peak for the year. 
And in Minneapolis the grain ex- 
change has embarked on an ambi- 
tious public education program 
showing where the grain market- 


ing system fits into America’s 
marketing system and over-all 
economy. 


At the moment the bakers have 
scheduled about $1,600,000 for im- 
mediate advertising and publicity 
with the projected program ex- 
tending until 1951 and calling for 
a $5,000,000 expenditure, voted at 
the Denver board meeting recent- 
ly, subject to approval at ABA 
convention in November. 

The millers’ program, starting 
in September, involves an expen- 
diture of nearly $2,500,000 (not 
all of it in the first year). At 
present only the first four months 
of the campaign have been lined 
up, extending through December. 

In the field of market and prod- 
uct research, the industry is not 
asleep at any switch. The first 


field study ever undertaken to de- | 


termine consumer preference for 
bakery products in relation to 
packaging has started at the Uni- 
versity of Chicago, sponsored by 
the Laminated Bakery Package 
Research Council. 


Will Involve Sales Test 


Under Dr. George H. Brown, 
the study is being conducted by 
Seymour Banks, marketing in- 
structor at De Paul University. 
Its purpose is to determine sci- 
entifically the degree of consumer 
preference for baked foods in 
laminated and nonlaminated 


|with 57% last report and 54% a 


packages. (Laminated packages 
are grease-proof and moisture- 
proof cartons and trays.) 


year ago. 


46.4°/, TV RATING 


The study will involve a sales| FOR DEM CONVENTION 


test, recording actual consumer | 
purchases in 100 retail grocery) 
stores in a given period, and a} 
consumer preference test based on 
home interviews with 200 house- | 
wives on appearance and taste of 
bakery products in the two types | 
of packaging. 

This project is an example of 
the comprehensive package re- 
search program by the industry, 
another of which is under way at 
the American Institute of Baking. 
This phase, under Dr. William B. | 
Bradley, AIB laboratory head, in- | 
cludes a broad study of most of 
the packaging materials and com- 
binations in use today. The com- | 
bined program is expected to af- | 
ford the baking industry authori-| 
tative information concerning the | 
most effective methods of bakery | 
product packaging. 


Frank Westcott Retires 


from ‘Post-Tribune’ 


Frank E. Westcott, advertising 
director, has retired from the} 
Gary Post-Tribune after 31 years’ | 
service to the} 
newspaper. He-| 
has been suc- 
ceeded by Philip 
H. Blue, assist- | 
ant director for | 
the past two) 
years. 

Although Mr.| 
Westcott is re-| 
linquishing, at} 
his own request, | 
active manage-| 
ment of all ad-| 
vertising activi- 
ties of the newspaper, he will 
maintain an office in the Post- 


Frank Westcott 


' Tribune building and will remain 


in an advisory capacity. 


To Bozell & Jacobs 


L-W Dairy Supply Division, | 
Chicago, an affiliate of Langsen- 
kamp-Wheeler Brass Works, In- 
dianapolis, has appointed Bozell 
& Jacobs (Indiana), Indianapolis, 
to handle its account. The com- 
pany manufactures milk and 


cream sediment testing and other 
dairy equipment. Business papers 
and direct mail will be used. 


New YorK—A ttelerating of 
46.4% in New York during the 
9:30-10 p.m. Monday, July 12, 
period of the Democratic conven- 
tion was reported by C. E. Hooper, 
Inc. This was the period in which 
the keynote speech of the conven- 
tion was made. A 48.4% sets-in- 
use and a 96% concentration on 
television’s version of the conven- 
tion was revealed in the Hooper 
study. 


RCA Develops TV 
Life-Size Images 
for Business Use 


CAMDEN, N. J.—The first com- 
mercial projector for life-size 
television images for hotels, clubs, 
amusement places, etc., was mace 
available last week by RCA Vic- 
tor. The pictures produced by the 
new projector may be tailored ‘o 
suit screen sizes ranging from 3x4 
to about 4x9 feet. 

Preview demonstrations of tl is 
projector were given. simulta- 
neously in New York, Boston, 
Philadelphia and Washington, :n 
connection with the Republic:n 
national convention and the Lou)s- 
Walcott fight. Developed by te 
RCA engineering products depar '- 
ment, the projector is now 1 
quantity production and distribv - 
tion has begun in areas served by 
the video networks. 

One of the new units, purchase | 
by Life, has been installed as 
permanent feature in Life’s infor - 
mation center and lounge in th 
Time and Life building, Ne 


| York. 


G-E Names Gleason 

Richard G. Gleason has bee 
appointed manager of employ 
and community relations of Gen 
eral Electric X-Ray Corporatio! 
Milwaukee, succeeding F. 
Scheven, who has relinquished th 
post because of ill health. M) 
Scheven has been appointed to th 
staff of John J. Smith, executiv 
vice-president. 
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Advertising Agé, July 26, 1948 


§ Learned Men 
See General Mills 
at Close Quarters 


MINNEAPOLIS—General Mills, 
Inc., is pioneering an experiment 
in industrial self-criticism, the 
first project of its kind to be 
undertaken by a major industry. 

Six professors from Harvard 
University’s Graduate School of 
Business Administration are near- 
ing the end of 11 weeks of sur- 
veying the company’s organization 
and operations from top to bottom, 
including virtually every depart-_ 
ment. 

General Mills is financing the)! 
entire project, originated by James 
F. Bell, former board chairman. 
The company has opened its doors 
and told the committee to take a 
look, Harry A. Bullis, board chair- 
man of General Mills, has dis- 
closed. His company offered the 
Harvard marketing, advertising 
and economic experts no specific 
problem to tackle. 

The group is headed by Frank 
F. Gilmore and Myles L. Mace and 
includes Neil H. Borden, market- 
ing and advertising expert and 
author of the recent exhaustive 
Harvard study of advertising; 
Russell H. Hassler, Ben A. Lind- 
berg and J. Sterling Livingston. 


Will Report As Unit 


The Harvard experts have been 
given “absolute freedom” to study | 
whatever operations and records) 
and to interview whatever person- 
nel they think advisable. The only | 


Hollyhocks needing tending. . . 
flat tire in garage ... your golf 
game gone to pot. . . sluggers 
needing umpire... 
threesome (needing a 
fourth)..... at your 
front gate.... 


Mister! them’s home OVERLOADS 
YOU do them! 
But not your office OVERLOADS 
WE do those.... 


in TABULATING 
in TRANSCRIBING 


When we’d do your overloads... 
we'd guard your figures and keep them 
from any possible prying eyes. We'd 
hold your confidence. 

Our folks do not forget. We do not 
relax. Our planned, unceasing routine 
guards your books, figures, facts, intent 
and manuscript. 

Our operators work on parts of your 
work, are not concerned with the whole 
or the answers; they work at private 
de-ks unobserved, in supervised rooms. 

‘heir integrity is unquestioned. They 
won our confidence, and keep it. They’d 
wb. yours, and keep it. 

Vhen peaks, emergencies, OVER- 
LOADS come to you, don’t worry and 
ret, just smile and 


“-~Ayornunan 


Th nation’s foremost office overload service 
WORKMAN SERVICE, INC. 
109 N. Wabash Ave., Chicago 2, Ill. 
Other office locations: 


New York City « Los Angeles 
Minneapolis ¢ Seattle 


condition they must meet is to 
write a report by Aug. 13, when 
the project ends, giving the com- 
pany’s board of directors an “out- 
side point-of-view.” 

The committee is functioning as 
a unit and will write a joint re- 
port, but each member is a spe- 
cialist in a different field of in- 
dustrial activity including adver- 
tising, marketing, production, ac- 
counting and control, personnel 
and labor relations, procurement 
and top management. 


The professors 


“browsing” through the vast or-/| part of course work at Harvard. | 


ganization by spending several 
days working as a unit to gain an 
over-all picture of the firm’s op- 
erations. Then they separated, 
each member following his own 
specialty and closely scrutinizing 
the appropriate divisions within 
the corporation. 

While the primary objective of 
the committee’s survey is the final 
report to be presented to the 
board, the group will use the data 


| 


started their; gathered in the investigation as, for the large retail outlets. 


Walter J. Larson, director of 
|food division and executive staff 


|member, will be general manager 

see ty Forms be the shopping center operations. 
hopping Center Dept. > er 

Gamble-Skogmo, Inc., Minne- | Warren Names Wilder 


apolis, has established a separate| Mariechen Wilder, former as- 
operating department to super- | sistant promotion and publicity 
vise planning and merchandising | director of Northam Warren Cor- 
operations of the merchandising | poration, Stamford, Conn., has 
chain’s expanding shopping cen- | been appointed publicity director 
ters. The shopping center opera-|of Cutex, Peggy Sage and Odo- 
tions unit will specialize in types/|rono, succeeding Henrietta Amos, 
of merchandise programs required | who has resigned. 


To sell 


anything” 
men 


our advertising gets more readers per thousand 


circulation in POPULAR MECHANICS because our 


readers—having the P M. Mind—read ads deliberately. 


* That means ANYTHING from shoes to 
shampoo... razors to raincoats... ties to 
tires .. . watches, cars, radios, golf balls, pipe 
tobacco, cameras, shotguns, fishing rods, 
railway vacation trips —a list without end. 


More than ONE MILLION circulation 
-»-more than 4!4 MILLION male readers 
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Lieberman to Grey 

A. L. Lieberman, former media 
director and account executive of 
Peck Advertising, New York, has 
joined Grey Advertising, New 
York, as account executive. 


Inland Meets in Oct. 


The annual meeting of the In- 
land Daily Press Association will 
be held Oct. 11-12 at the Congress 
Hotel, Chicago. 


remember 


Roanoke Papers 


_ ings, 


Urge 2 Shopping | 


Days a Week | 
ROANOKE, VA.—Times - World | 
|Corporation, publisher of the} 


|Times and World-News here, is | 
attempting to establish two food | 
‘shopping days a week—Tuesday | 
/and Saturday—which it hopes will 
start a national trend. 

The idea was put into operation | 
here to eliminate the necessity of | 
rationing ad space to food retail- 
ers in newspapers of Thursday | 
evening and Friday morning—a | 
problem that the publishers say 
has become worse since the war. 

The plan is this: Two food sec- 
tions have been created, one on 
Monday evenings and Tuesday 
mornings and the other on Thurs- 
day evenings and Friday morn- 
with grocers’ ads running 
next to food news and features. 

The Monday-Tuesday food page, 
which now has been running for 


six weeks, includes ads by A&P | 
'and Purity Market. Purity reports | 


that sales in the early part of the 
week have increased 15% since its 
ad started running. 

Times-World believes the food 
page will succeed because house- 
wives, although they stock up on 
staples on Friday-Saturday, have 
to revisit the stores early in the 
week to buy perishables. 


Brown Joins Syndicate 


James W. Brown Jr., who re- 
signed recently as president and 


|publisher of Editor & Publisher, 


New York, has been appointed 
sales manager of the Chicago 


Tribune-New York News Syndi- | 


cate. He will assume his new 


duties in the New York office of | 


the syndicate effective Aug. 1. 


‘My Baby’ Names Scott 


My Baby magazine, published 
by Shaw Publications, New York, 
has appointed Duncan A. Scott & 
Co., San Francisco and Los 
Angeles, as West Coast advertising 
representative. 


| 
| 
| 
| 
| 


| 
| 
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| 


| 


| 
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household detergent, are (left to right): 
John R. Gilman, Lever vice-president in charge of advertising, and Lawrence R. 


PLANS FOR SURF—Mulling over promotion plans for Surf, new Lever genera! 


Michael J. Roche, advertising manager 


Leach, assistant manager in charge of Surf. 


Day Joins BBDO 

Richard Day, formerly with the 
Community Chest of Los Angeles, 
has joined Batten, Barton, Durs- 
tine & Osborn, Los Angeles, to 
handle publicity for the Rexall 
radio program. 


13 factors used in 


“PARENTS’ MAGAZINE leads all magazines in 


generated among subscribers” 
reports Dr. Raymond Franzen! 


In the new study ‘‘Reader Heat’’, conducted through personal interview 
in one thousand subscriber-families of PARENTS’ MAGAZINE by 
Dr. Raymond Franzen, noted audience research authority, the thirteen 
basic fields of interest influencing reader-attitudes towards magazines 


are covered fully. 


The study reveals... 
... that in the top-ranking twelve magazines named by respondents 
(through free choice), PARENTS’ MAGAZINE was favored seven times 
as often as the next ranking magazine! Each respondent favored 
PARENTS’ MAGAZINE 3.5 times on the average while the magazine 
next in ranking was named but .5 times! 


But this is no surprise to many national advertisers who have been 
using PARENTS’ MAGAZINE for more than ten--more than twenty years. 
PARENTS’ MAGAZINE is a magazine of ‘‘use’’, not a book of recreation. 
Mothers and fathers read PARENTS’ MAGAZINE because they need the 
information it gives them. It is only natural that advertisers using its 
pages should share in this high degree of reader-interest. 


the Reader Heat Study 


1 Read most thoroughly 


2 Special articles of interest 


3 Keep copies longest 
4 Re-reads old copies 


5 For recreational reading 


6 Gives good suggestions 


7 Help in general family 


health 


8 Help in family problems 

9 Help in bringing up children 
10 Most confidence in advertising 
11 Discussion with husband 


12 Discussion with family 
13 Keeping of clippings 


Send for your free copy today 


Keader tteat 


Sell more than 1,150,000 mothers who read 


PARENTS MAGAZINE 


52 Vanderbilt Avenue, New York 17+¢Atlanta-Boston-Chicago-Los Angeles-San Francisco 


Lever Opens Surf 
Promotion in 1] 
Midwest Cities 


CAMBRIDGE, Mass. — Lever 
Brothers Company is launching 
an intensive campaign today in- 
troducing the new wash detergent, 
Surf, in 11 midwestern cities and 
their surrounding marketing areas 
(AA, June 28). 

The detergent will be intro- 
duced, prior to national distribu- 
tion, in Rockford, Galesburg, Pe- 
oria, Springfield, Danville and 
Joliet, Ill.; Madison, Oshkosh and 
Green Bay, Wis., and Indianapolis 
and Muncie, Ind. 

A series of 1,800 and 1,320-line 
ads will appear in 68 newspapers 
in these 11 areas. Selective an- 
/nouncements are scheduled four 
| times daily, five days a week on 
35 stations in each of the 11 mar- 
| keting areas. 

More than 660 outdoor posters 
will be spotted in 50 cities located 
in the basic areas, each of which 
| covers a 50-mile radius. In addi- 
tion, a planned collection of point- 
| of-sale merchandising material is 
_ being placed in the hands of store 
| owners by Lever field representa- 
| tives. Together with the Surf 
| package, this material was cre- 
ated with the assistance of de- 
signer Raymond Loewy. 

The agency for Surf is Day, 
Duke & Tarleton, New York. 


Cleveland Adclub 
Elects Grant Stone 


Grant Stone, advertising direc- 
tor of the Cleveland Press, has 
been elected president of the 
Cleveland Ad- 
vertising Club, 
which now has 
an all-time high 
membership of 
more than 1,200. 
He succeeds 
Chester Ruth, 
advertising 
ma manager of Re- 

public Steel. 

William A. 
Weaver, _assist- 
ant to the presi- 
dent of the Gris- 
wold-Eshleman Company, his 
been named vice-president. Les’ er 
S. Auerbach, district manager of 
Gulf Refining Company, and Je: se 
T. Smith, president and gene! 
manager of the Yellow Cab Cor - 
pany, have been reelected vic°- 
president and treasurer, respe 
tively. Horace C. Treharne, exe 
utive secretary and manager 
the club, has been reelected to his 
21st term. 


Grant Stone 


nwt t 


Names Krupnick Agency 


Krupnick & Associates, S¢. 
Louis, has been named te hand e 
the advertising of Canvas Prox - 
ucts Company, St. Louis, manufa: - 
turer and distributor of awnin: s 
and tarpaulins. 


Mrs. Cowles to Federal 


Mrs. Reta Cowles, who former y 
;conducted her own advertisir 2 
'and publicity business, has joined 
| Federal Advertising Agency, New 
| York, as associate account exec! - 
tive. 
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NAM Espouses 
Quiz-Prize Format 
for ABC Program 


New YorK—Even the National | 


Association of Manufacturers is 


getting into the giveaway act. 


However, the questions, not the | 


prizes, will be featured on the 
broadcast, the NAM hastens to) 
point out. 


Starting tomorrow 


week series over ABC, will shift 
to a quiz format, with rewards 
for the lucky contestants. 

Four contestants selected from 
the studio audiences will be asked 
to answer such questions as: 

How many people out of 10 
in the United States approve of 
women wearing slacks on the 
streets? 

How many people think busi- 
ness leaders should do more to let 
the people know where they stand 
on current problems? 


Answers Are Dialed 


Each contestant will be provided 
with a gadget on which to dial 
his answer to the queries posed | 
by an offstage “voice of opinion | 
research.” This voice also will 
furnish the correct replies for 
people at home who will be asked 
to play along in the game. 

All answers will be scored on 
the basis of findings from NAM 
or other surveys. Winners will be 
allowed to select prizes of their 
choice from the gift table—per- 
haps radios or small household | 
appliances. There will be no men- 
tion by name of the rewards 
given to contestants; the master 
of ceremonies will simply instruct 


(July 27) | 
the NAM, in the first lap of a 13-| 


| Sauce for the Ganderer 


Those who gander need dif- 
ferent sauce; 
Heed, lest you come a 
cropper; 
The copy job that sells the 
Oss 
May fail to sell the shop- 
per. 
—Orville E. Reed 


| Gaines Names White 


| Willis White, for the past eight 
years an assistant advertising 
|;manager of Swift & Co., Chicago, 
|has been appointed associate ad- 
|vertising manager of the Gaines 
division of the General Foods 
Corporation, New York. He will 
have advertising responsibilities 
for the two Gaines dog foods, 
meal and Krunchon. 


Sells Newspapers 


Raymond B. Howard has sold 
his interest in the Madison Press 
Company, London, O., publisher 
of the Madison Press and Madison 
| County Democrat, to James Rich- 
|ard Conway. Mr. Howard plans to 
|devote full time to his Columbus 
public relations firm, R. B. How- 
/ard & Associates. 


JWT Advances McBreen 


E. Thomas McBreen, a member 
of the mechanical department of 
|J. Walter Thompson Company for 
26 years, has been appointed di- 
rector of mechanical production 
for the Chicago office of the 
agency. He succeeds George W. 
| Speyer, who has retired. 


| ‘National Guardsman’ 


* 

‘Bids for Ad Dollar 

The National Guardsman, a 
|monthly magazine for the 350,000 
|members of the National Guard, | 


will begin accepting advertising 
in the fall. 

Robert F. Cocklin, circulation 
and business manager of the pub- 


lication for the past year, has 
been named advertising director. 
His offices are 400 Sixth St., NW, 
Washington. 


Drug & Cosmetic 


INDUSTRY 


Covers a rich and 


forward looking industry 


Also Publishers of Beauty Fashion 


ee - OUF 
Oo 


the first placer to choose some- | 
thing from the table. 

These programs are a part of 
the continuing ABC series which 
make available free time to labor 
and management on an _ equal 
basis. 


Berger Moves Offices 


Abe Berger Advertising Agency, 
Dallas, publisher of This Month 
in Dallas, has moved to larger | 
quarters in the Hotel Adolphus. 


Kurk & Brown Moves 


Kurk & Brown, New York agen- 
cy, has moved its offices from 
142 W. 32nd St. to larger quarters 
at 212 Fifth Ave. 


vs 
gh. 


I'M THE OFFICE BOY... 
| SET THIS AD IN JIG TIME!” 


Even the boss has stopped beefing 
‘bout typesetting delays and high 
osts. Why? Fototype can be set for 
ohoto-reproduction in a matter of 
minutes, not days. 


Chis ad is a typical example of Foto- 
ype in use--self-aligned, professional 
ooking. Costs? We're saving up to 90 
per cent over regular metal typeset- 
ting bills. Simple? Anyone can set it-- 
you, your steno, or the office boy. 

Write for your copy of afree catalog 
lisplaying a large variety of type 
faces and sizes to fit your needs. 


/ FOLolyre | 


1415 ROSCOE STREET, CHICAGO 13 
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Any of the representatives listed 
here can give you complete de- 
tails about transit advertising. 
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San Francisco 
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General Aniline 
Sells Glim 
to Babbitt 


New Yorx—B. T. Babbitt, Inc., 
manufacturer of Bab-O and other 
household products, has added an- 
other product to its line. 

The company has purchased 
Glim, the liquid dishwashing de- 
tergent, from the Anatara prod- 


ucts division of General Aniline | 


& Film Corporation. This acqui- 
sition is an important step in Bab- 


a Ve aa 


re VLTIGRAPHING — FILLIN 


‘ — os ry 12 5 sat , 
THE LETTER SHOP, Inc. 


431 6. Dearborn St., Chicago 5. INinois 


bitt’s expansion program, L. J. 
| Gumpert, vice-president in charge 


of sales for the company, said. 


| Jones Appointed 


General Aniline will continue to | 
/manufacture Glim with Babbitt | 


| controlling all marketing distribu- 
| tion and promotion of the product, 
which has been available in 
selected markets throughout the 
United States since 1946. 

Babbitt has appointed Duane 
Jones Company, New York, to 
handle the Glim account, but 
Botsford, Constantine & Gardner 
will continue to handle Glim 
|advertising on the West Coast. 
Jones handles Bab-O advertising. 

Robert Given, former Glim 
sales manager for General Ani- 
line & Film Corporation, has been 
appointed assistant to the vice- 
president in charge of sales at 
B. T. Babbitt, Inc. © 


Lot, 


VACUUM CLEANER 


APPLIANCE STORE,INC. 605 Glenmore Ave. OUR TOWN. U.S.A. 


NO DUST BAG 
TO EMPTY 


By 


GS ae OF. ae 


xy 


BAGLESS—This 24-sheet poster will be used this fall in Lewyt Corp.'s first poster 
campaign, promoting the Lewyt bagless vacuum cleaner. Hicks & Greist, New 
York, is the agency. 


To Badger & Browning 


Badger & Browning & Hersey, 
New York, has been named to di- 
rect the advertising of the Col- 
lapsible Tube Manufacturers As- 
sociation, New York. 


Reilly Boosts Collins 


Richard T: Collins, creative 
director of J. M. Reilly Company, 
Boston agency, has been elected 
clerk and vice-president of the 
agency. 
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FM Transit Radio 
Makes Its Debut 
in Cincinnati 


CINCINNATI— Radio in pub! 
transportation vehicles staged iis 
“official” premiere here when 1(0 
buses hit the road equipped with 
FM radio broadcasting sponsored 
programs tailor-made to please 
the average bus rider. 

The new service was put in op- 
eration by Transit Radio here, 
originator of “transit broadcast- 
ing,” in cooperation with the Cin- 
cinnati, Newport & Covington 
Railway and the Dixie Traction 
Company—both known locally as 
the Green Line—and Station 
WCTS. 

Some 25 advertisers have bought 
time on the FM broadcasts, in- 
cluding Arthur Murray’s School 
of Dancing, Canada Dry Ginger 


‘ 


i 
le altel lel | 


- and that makes 


TACOMA a “Must” 


SIX Puget Sound counties—virtually the 
same as the Tacoma-Seattle A.B.C. retail 
trading zones—have 50% of Washington 
State’s population, 55% of the buying 
income, do 55% 


of the retail business. 


It's an area you must cover thoroughly 
—and that means buying full, concen- 
trated coverage of Tacoma-Pierce County. 
For unless Tacoma is covered—by the 
leading Tacoma daily—you can not do 
a full and effective selling job in the 
important “Puget Sound Circle.” 


Here’s the 


Coverage 
Picture! 


No “outside” daily covers Tacoma-Pierce 
County—vital segment of the dynamic 


Puget Sound market. 


These 


“family- 


coverage” percentages tell why: 


TACOMA NEWS TRIBUNE.................. 
Second Tacoma Paper ..... 
Seattle Morning Paper ..... 
Seattle Evening Paper ..... 


| TACOMA We 


on Trib ne 


Now Delivering More Than 60,000 Daily 


Ale and a host of local advertisers. 
Programs will present popular 
music, news bulletins and sports 
results, barring concert music, 
jive, dramatic programs and other 
types of entertainment that re- 
quire long listening periods or 
are judged unpopular with large 
segments of the public. 


Test in St. Louis Planned 


On inaugural day, July 10, an 
address by P. G. Vondersmith, 
president of Green Line, was 
broadcast—the first time that a 
transit company head has been 
able to speak directly to riders in 
his buses. He said that 400 buses 
and trolley coaches here will have 
the FM radios by Aug. 1—enter- 
taining 380,000 riders daily—and 
predicted that transit companies 
in many other cities will soon fol- 
low suit. 

Transit Radio has tested the 
service here and in Washington, 
Baltimore, Wilkes-Barre, Evans- 
ville, Houston and Worcester, with 
96% of 21,000 riders questioned 
expressing approval of the idea. 
The FM receivers, by means of 
electronic control, reportedly as- 
sure clear and audible voices and 
music that is soft and pleasing. 
Receivers are constructed to with- 
stand vibrations of the motor ve- 
hicles and are free of static. 

In St. Louis last week Station 
KXOX-FM, St. Louis Public Serv- 
ice Company and Transit Radio 
announced that the service will be 
tested in 20 buses beginning Aug. 
4. Buses will be assigned to 
various city routes for 10 days 
each. Transit riders will hear the 
broadcasts 16 hours daily. Five or 
more loudspeakers will be placed 
in each vehicle for uniform re- 
ception. 

If the test is successful, instal- 
lations will be increased to 1,000 
buses and 300 streamliner trolley 
coaches in St. Louis. 


NBC Promotes Miller 


James N. Miller, former staff 
writer of the National Broadcas'- 
ing Company press department in 
New York, has been appointed 
press department column edito’, 
succeeding Alton Kastner, who 
has resigned to become editor of 
Modern Television & Radio, the 
new Dell publication. 


Wilson Takes All Star 


Wilson Sporting Goods Com 
pany, Chicago, will sponsor th 
| All-Star football game betwee: 
‘the college All-Stars and the Chi 
‘cago Cardinals professional tean 
‘at Soldier Field, Chicago, Aug 
|20 over the full Mutual network 
|/Ewell & Thurber, Chicago, is th: 
| agency. 


| en 
Conkling Heads Export 
Allan A. Conkling has been ap- 
pointed export sales manager 0! 
the newly-activated export divi- 


-sion of Brush-Curler Corporation 


New York. He will supervise al 
export sales in connection wit! 


| the marketing of the new Conne¢ 
| Brush-Curler. 
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V/7omen Dominate | 
Male Spending, — 


oa - | 
Fairchild Says | 

New YorK— Women may not | 
year the pants in the American 
family but they certainly help de- 
ede what kind are worn. 

A study by the marketing re- 
search department of Fairchild 
Fublications here for Men’s Wear 
snows that more than half of the 
purchases of men’s wear are made 
by women or by men accompanied 
by women. 

In department stores, the study | 
snows, 72% of purchases of men’s | 
furnishings are made by women 
or by men accompanied by women. 
In specialty shops the figure is | 
58%, including 38% by women | 
alone. 


Clothing Least Affected 


Least affected by feminine in- 
fluence is men’s clothing. Even so, 
16% of such purchases in depart- 
ment stores and 9% in men’s wear 
stores are made by women alone 
while 50% in both kinds of stores 
are by men who have a female | 
along to give them moral sup-| 
port. | 

In sportswear, 40% of pur-| 
chases in department stores and/| 
25% in men’s wear stores are by 
women alone. For men alone, the | 
figure is 38% and 51%, respec-| 
tively. 

The study was based on re- 
plies from 173 men’s wear stores | 
and 48 department stores. Com- | 
parison with a similar study made | 
in 1942 showed that the percent-_ 
age of women making purchases | 
has dropped sharply since then, | 
including a decline from 40% to. 
25% in purchases of men’s sports- 
wear by women alone. Fairchild 
explains this by the wartime ab- 
sence of men in service. 


Johnson Joins Beck 


Lyle A. Johnson, formerly man- 
ager of general advertising for 
the Journal and Star, Lincoln, | 
Neb., has joined the sales staff of 
Robert R. Beck, exclusive Chicago 
representative of the Philadelphia 
Inquirer. 


Names Duncan Scott 


American Artist has appointed 
the Duncan A. Scott Company, 
San Francisco and Los Angeles, 
as West Coast representative. 


“stats =o 
$1,062,741,000 


SALES MANAGEMENT 
ESTIMATE—1947 


BUFFALOL 


AND THE 
8 COUNTIES 


BEST COVERED BY THE 


Western New York's Only 


Morning and Sunday Newspaper 
Representatives: 


OSBORN, SCOLARO, MEEKER & CO. 


| he said, emphasize maximum con- 
|venience and minimum time en 
| route. 


To Badger & Browning #Ajirline Promotes 
orest Products, Inc., Cam- 


bridge, Mass., has placed its ad- Orient Vacations 


vertising with Badger & Brown- Mr. Cunningham recently re- 
ing, Boston. Plans call for con-| New Yorx—Northwest Airlines, | turned from a fortnight’s trip over 
sumer and trade advertising for | St. Paul, is planning a long-range | the route, discussing the forth- 
Spin-a-Tune, plastic musical toy.| campaign to attract tourists and | coming campaign with Northwest 
a | vacationers to the Orient, said | executives in Anchorage, Alaska; 
Bali to Freund John P. Cunningham, partner in| Shanghai, Tokyo, Okinawa, Ma- 
; ; | Newell-Emmett Company, in/nila, and Hong Kong. 
a York, sagan re yd charge of this account. _ The Army recently granted per- 
Morton Freund Advertising| The campaign, starting soon in mission for a limited number of 
Agency, New York, to handle its| Newsweek and Time and spread- | tourists to visit Japan this sum- 


41 


war-ravaged Tokyo are said to 
|be improving. There are no re- 
strictions on travel in Alaska, 
China or the Philippines. 

Northwest’s present New York- 
| Tokyo flight time is about 37 
hours. 


Glaser Joins Ashe 


Irving Glaser, for the past six 
years art director of Goldring, Inc., 
New York, has been appointed art 
|director of Hiram Ashe Advertis- 


advertising. ing later to other magazines will,| mer. Hotel accommodations in| ing Associates, New York. 
= % , y 


FOR 2% YEARS 


Breaking all records . . . setting the hottest pace .. . leading a/l 


Illinois cities in percentage gains on Sales and Services for 30 


consecutive months. 


Source: ‘‘High Spot Cities” published in Sales Management each 


month. Proof positive that your advertising dollar will do the 


best job in Rockford! 
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‘Little Guy in Country’ 
Spurns Giveaways 

To the Editor: Your editorial 
“Added Problems on Giveaways” 
in today’s issue [July 12] spurs 
an opinion we have had since this 
crazy giveaway era started. We 
must add our “two cents” on the 
subject. 

This writer has been active in 
premium advertising since 1924 
and cannot accept giveaways as 
anything pertaining to premiums. 
They are just a clever scheme of 
their brokers to get free publicity 
for certain merchandise at the ex- 
pense of the radio sponsor. They 
are “sucker” bait in hooking radio 
sponsors. When the glamor of the 
craze is gone and the cold facts 


of sales, profits and losses are cal- | 
culated, the radio sponsor will in- | for. 


deed have held the bag. 
Listening to the splendiferous 
build-ups of these giveaways does 


| 


not permit the listener to take | 


any serious note of the product 
sponsoring them. Hence, the lis- 
tener cares not one hoot for the 
product; it’s the giveaway that 
counts. It’s that something for 
nothing that prods human nature. 

In the mechanics of premium 
advertising, the product, through 
the premiums, is continually built 


up. The consumer buys the prod-| agencies would not permit such 


This department is a reader’s forum. Letters are welcome. 


uct again and again and again, 
saving the box tops, coupons or 
what have you. In so doing, con- 
sumer is getting into the habit of 
calling for that product, of liking 
it, and it goes on the regular 
shopping list... Further, the pre- 
mium usually pays for itself. Pre- 


miums are the _ greatest sales 
builder known. They have no 
equal. Certainly giveaways can- 


not be called a premium. They 
cannot be mentioned in the same 
sentence. They cannot possibly 
do a premium job. 

Without wishing to be facetious, 
giveaways might be tied to the 
tail of the New Deal kite. For 16 
years haven’t we had giveaways 
of all kinds? Something given 
away that the other fellow pays 


Take the case of these money 
pots given on radio shows. Who 
pays the bill? Mr. Public. With 
prices sky high, these money pots 
would go a long way to bring 
down prices of their products and 
instead of one person getting the 
pot, the reduced price would be 
shared all around. Everyone 
would win. 

We regret to admit that this 
whole stiuation is the responsibil- 
ity of the “hucksters.” If the 


STILL 


C4 . 
> 


oronet 


holds low, low rate 


through *49! 
2,500,000 quality circulation 


$1.75 per thousand (b. & w.) for 
2,000,000 guaranteed circulation 


500,000 free bonus circulation 


the lowest rate in multi-million 
magazine history 


your best de bet! 


Remember 


Coronet 


when planning your 
fall and winter schedules! 


i) 


stunts, they would not be used. . 

Probably we little fellows in the 
country look at things differently 
than do the big metropolitan 
agencies. But for sure, we will 
not have their headaches when 
this giveaway mess breaks. 

P. C. HopxKIns, 

Philip Hopkins Associates, 

Medina, O. 

>. 
Association ‘Unjustified’ 

To the Editor: You have given 
me more than my share of space 
in “Voice of the Advertiser.” And 
I have no desire to impose on 
your good nature. 

But when F. X. Curran and 
Moreton Abbott (AA, June 21) 
try to place me (or my little ads) 
in the “false bottom bust 
bucket” class of advertising I 
want to be heard. 

It-is one thing to run a series 
aimed at other ad people, in their 
own newspaper, and use a word 
which any fair-minded person will 
agree is only a mild expletive. 
(As ADVERTISING AGE pointed out 
the word “hell” could scarcely be 
considered offensive to its read- 
ers.) It is quite another to de- 
liberately parade before the na- 
tion expressions culled from the 
cutting room and work bench vul- 
garities of an industry. I refuse 
te let anyone put me in such com- 
pany. What’s more I don’t think 
there is any evidence, either in 
my use of the word “hell” or in 
the message of my ads, to justify 
such an association. 


|me with this horrible he cag 


because I use “hell.” But he says: 
“Ya’ dam right I’m mad!” Is the | 
word “dam” in a column of Ap- 
VERTISING AGE any less offensive 
than the word “hell” in an ad?| 
Let’s be fair, Mr. Curran! 

Moreton Abbott’s letter brings 
to light an entirely different pe- 
culiarity. One of the first re- 
sponses to my little ads was a 
card from this very fellow. It 
said: “As you anticipated your 
little ads have me panting to 
know ‘Who the Hell is JL?’.” I 
agree that good taste is important 
in advertising. But how about 
sincerity, Mr. Abbott? 


JL. | 


eS, 


‘99 44/100 Pure’ 


To the Editor: After reading 
your June 7 editorial, on the 
Springmaid series of advertise- 
ments, I'd like to venture the) 
opinion that just about 99 44/100% | 
of the advertising profession will 
agree with your stand in this 
matter. Your next-to-last sen- 
tence hits the nail squarely on| 
the head. 

C. ALLAN CAVEY, 

Assistant Director, Promotion 

Advertising, Bohemian Dis- 

tributing Company, Los An- 

geles. 


Asks How Return on Ad 
Dollar Is Figured Out 


To the Editor: On Page 32 of | 
your July 12 issue, I read the fol- 
lowing article: 

“Reports $145 Return on Ad- 
vertising Dollar,” and the rest of | 
the article goes on to state how | 
the Connecticut Development| 
Commission credits $4,500 of space 


| 


'in New York newspapers with 


At the time of the letter contest | 
| spent $650,000 in Connecticut last | 


I noticed a peculiar thing about 


many of the negative letters. I) 


kept silent then. But, in all fair- 
ness, I think this peculiarity 
should be noted now. Many writ- 
ers opposing the word “hell” used 


even stronger language to con-| 


demn it. 

This comes to mind now read- 
ing F. X. Curran’s letter about 
the Springmaid copy. He links 


bringing 10,000 vacationists who 


year. 

My main comment is: “Who's 
fooling whom?” I am sure, of the 
number of vacationists, a very 
small number probably read the 
ads... 

Is it possible to inquire of, 
everyone who enters Connecticut | 
as a vacationist whether they 
read the ads placed by the Con- 


necticut Development Commissior 
and if it is not possible, is thi 
report of $145 a true picture? 

Such boasts of advertising pul! 
ing power seem a little far-reach 
ing to me and I would like t 
know how they arrived at thei 
published figures. 

F. R. Joni, 

Advertising Department, Cul- 

ligan Zeolite Company, North- 

brook, Il. 

.o. 


Public Doesn't Design 
Autos, Reader Insists 
To the Editor: We were glac 


| to note that at a press conferenc« 


in the convention of the Nationa 
Federation of Sales Executives 


| AA balked at falling for the new 
| classic wheeze about the publi: 


designing our automobiles. 

The public never designed cars, 
and never will, any more than the 
| public designs atomic bombs, 
radios, the printing press, sewing 
machines or the airplane. The 
public never asked for these in- 
ventions in the first place. We 
don’t notice brother Kettering 


| giving the public credit for GM’s 
'new high compression auto en- 


gine. 


Isn’t the answer that it is 


_simply more convenient to blame 


the public for the autos which kill 
and injure more than a million 


| persons year after year and which 


the Honorable C. H. Rolls of Rolls 
Royce stated were basically un- 
changed from the first products 
of the French Lavassor and the 
German Daimler? 

What the public would demand, 
if it had any collective voice— 
which it hasn’t—would be cars 
safe to drive. The public has cer- 
tainly registered vehement pro- 
test against the lack of visibility 
in present passenger car design. 
If the public knew that the 
driver-in-front bus has an oper- 
ating record 15 times safer than 
that of passenger autos, who can 
doubt that a driver-in-front pas- 
senger car along the lines of a 
small edition of a bus, would be 
greeted with enthusiasm? 

Certainly the public doesn’t de- 
mand that the carbon monoxide 
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vvy Jules Lippit Advertising, Inc., | CONSUMER PANEL — 
ye ’ New York 4 ws 73 a 
a To the Editor: I have just fin- ee ¥ Ley * ‘ss pat 
ished reading with considerable . ty ee 
2 interest the article in your June Britches Are Roomy 5 MAKES PRODUCT ei, t 
=~ 28 issue of ADVERTISING AGE en-| 7° the Editor: Please tell W. R. the 


titled “Manufacturers Find 


Bonanza in ‘Glass Wax’.” 


a 


As you know we as a company | 


have been a little reluctant to 
give out information, since we 
fave been growing rapidly in 
oUsiness and did not want too 
much publicity. 


| want you to know that I think | 
your paper is to be complimented | 


m having presented a very fair 


and honest story to the public, | 
and I for one appreciate it tre-/| 


| abandon 


Forrest of FC&B that, re the 
“Which Twin Used Tintz” plagiar-| 
ism (AA, July 5), here is one 
reader who was indeed properly | 
nauseated. 
Caution him, though, on the | 
with which he flings 
around the phrase, “little people.” 
The britches of both advertising | 
and society are of pretty fair size 


and no man alive should feel that 


he completely fills them. 
Wir.traM S. Power, 


BEHAVIOR COMPLETELY 


PREDICUABEE 


mendously. : | & M. Power Company, Pitts- We have yet to find a sales manager or an their iced tea but take their hot tea in small doses, 
told ait tee waged cites vv account executive who has greeted the Oklahoma _—The Panel reflects this movement, and how much. 
3 ompany, - : “ > en 
narck, N. D. ee 2 | Ese ds S d Limi City Consumer Panel reports with a “so-what” lift Summer or winter, dishes must be washed and 
© ety Ed te! Th : of the eyebrows. clothes must be kept clean. Note the almost straight 
o the itor: “Things happen A . : ili i 6 
Boy Keeps At It fast in the pages of Science IIlus- You see, the Oklahoma City Consumer Panel line on the families buying soap flakes, July 


through March. 


If you are interested in consumer research that 
is sensitive as a seismograph, penetrative as a scalpel, 
accurate as a micrometer and factual as a flyer’s log 

. consumer research that will snap you out of any 
“ho-hum” complex . . . then address an inquiry to 
The Oklahoman and Times or your nearest Katz 
Agency office today. 


leaves no room for such reaction. It offers to the 
manufacturer of every product covered in the study 
a direct, positive and penetrative analysis of 
consumer preference, sales and use month by month. 


lo the Editor: The little fel- 

v pictured in the Colorado En- 
griving Company’s ads believes 
the motto of the Oil Reporter— 
‘e gotta have oil.” Three years 
429, in the annual Rocky Moun- 
‘an Petroleum Year Book, he was 
‘So wn oiling his toy engine. The 
“xt year, having grown a bit, he 
Wis oiling his tricycle. In the 
» ok just off the press, he is oil- 
his roller skates. 
This novel series of ads is the 
rk of Artist- Photographer 
arlie Wunder of the Colorado 
graving Company in Denver. 
As editor of the Rocky Moun- 
‘an Petroleum Year Book, I am 


trated,” says that magazine’s ad- 
vertisement on Page 50, July 12 
issue. 

And well they must. Caption in 
the same ad reports, “G-E scien- 
tists are studying air turbulence 
problems in a special water tank 
that stimulates air flow conditions 
far beyond the speed of light.” 

Einstein will be surprised to 
learn that G-E scientists so easily 
exceed the speed of light. Could 
it be that fast-happening Science 
Illustrated meant “speed of 
sound”? 

J. Porter Henry Jr., 

President, Horton & Henry, 

Inc., New York. 


And it is sensitive! Two cold weather items, 
hot cereals and soups, move steadily upward as the 
thermometer slides down. The Panel so reports it 

. and to what degree. Oklahoma Citians go for 
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Dealer Criticizes 
New Chrysler 
Dealer Policy 


MINNEAPOLIS—Glenn B. Atche- 
son, general manager of the Min- 
nesota Automobile Dealers Asso- 
ciation, last week criticized the 


newly announced dealer policy of | 


1 i 
Chrysler Corporation (AA, June | soe of dealers are providing in- 


28) as offering “little incentive” 
to the dealer. 

He cited statements made by 
David Wallace, Chrysler president, 
that new cars will be allotted to 
dealers on the basis of ability to 


Remember 
WM. F. RUPERT 


Compiler of national birth 

lists EXCLUSIVELY for the 

post fifty years. 

90 Fifth Ave., New York 11. 
CH 2.3757 


When you 
need a 


provide service meeting minimum | 
requirements set by Chrysler and 
that dealers who give better-than- 
minimum requirements ,of service | 
will not get increased allotments. | 

“There will be little incentive | 
to improve facilities or provide | 
better service, for Mr. Wallace 
promises that the dealer won't = 
more new cars, anyway,’ 
Atcheson asserted. 

Mr. Wallace, who had said that | 


'adequate or “borderline” service, 
was accused by Mr. Atcheson of 
thereby creating an “erroneous 
impression” of dealer service. Mr. 
Atcheson challenged Mr. 
to study the record to learn “what 
kept his dealers in business dur- 
ing the four war years, when there 
were no new cars made.” 


| Corning Joins Cole 


Mervin Corning, former free 
lance artist, has joined the art 
department of L. C. Cole Com- 
|pany, San Francisco agency. 


gta 
Pree ! 


HEADQUARTERS 328 LOVELL ST. 


THE BUSINESS PHILOSOPHER 


PROFESSIONAL SALESMAN 


Write on your business letterhead for a compli- 
mentary copy without obligation. 
cially to help you increase the salesMAN power of 
your dealers and salesmen. 


HUMAN ENGINEERING INSTITUTE, Inc. 


and 


It is written espe- 


| 
| 
| 
| 


ons A MICH. 


country” 
|himself borrowing $25,000, adding 
|more to this amount and buying | 
‘the William K. Vanderbilt estate | 
| on Long Island. 


Mastic Acres Sales — 
Due to $175,000 


Newspaper Drive 


Low-priced Property 
Offered to Masses 
by Ex-Vaudevillian 


New YorK—To most real estate 


Wallace | Salesmen, weekends are an end- 


less drudge of lauding new homes, 
touring property and mopping 
brows. But Walter T. Shirley, 
owner of Mastic Acres, L. I., en- 
tertains celebrities at the West- 
chester Country Club on Satur- 
days and Sundays while his ad- 
vertisements do all the work. 

Tanned, well-dressed Mr. Shir- 
ley didn’t always work in an air- 
conditioned Muzak-equipped office 
overlooking 5th Ave. He first saw 
light of day in Brooklyn, and be- 
foxe and after the first World War, 
in which he served, Walter Shir- 
ley was a vaudevillian, specializing 
in song and dance. 

Walter Shirley, like everyone 
else living in the big city, had 
thoughts about “that place in the 
and eventually found 


Has Spent $175,000 


been buying unwanted estates and | 


oe 


aD te - i, © Rsk Ne 3 
Tite ot eek as i 
2 y Rk ad tere t “ WSs : 


| 
For more than 20 years he has | 


in 


Paul W. Morency, Vice-Pres.—Gen. Mgr. 


ica 


Walter Johnson, Assistant Gen. Mgr.—Sis. Mgr. 
WTIC's 50,000 watts represented nationally by Weed & Co. | 


ieee LARGEST ACREAGE DEALER OFFERS 


ACREAGE HAG 0. 


WATERFROERT AND NEAR WATERFRONT ESTATES PRICED 
AOCORDING TO LOCATION, ALL PROPERTY FREE AND GLEAR. 


ON GREAT SOUTH BAY OVERLOOKING ATLANTIC OCEAN AT 


MASTIC ACRES 


WALTER BURLEY Proved mt dg. ome 


FULL QUARTER A08R ESTATE 
teva, Te 6% OTT LOTS 
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VARIETY ADS—This is typical of those ads Walter Shirley runs for Mastic 

Acres, L. |.. in the New York News and Mirror. The ads feature the low prices 

and such advantages as waterfront property, nearness to schools, churches, Long 
Island Rail Road. Flint Associates, New York, is the agency. 


|chopping them up into a minimum 


| more than $20,000,000 


| past few 
| $175,000 almost exclusively in two | 


He has sold 
worth of 
property since he went into the 
real estate business and for the 
years has spent about 


of quarter acres. 


New York newspapers, advertising | 
his wares. 


fers one quarter-acre for $149, 
$30 down and $1 a week. Larger 
property may be had, some on the 
bay overlooking the Atlantic 
Ocean. His property is located 
on the south shore of Long Island, 
midway out. 


Out of AM Into TV 


| 


The unbelievably low prices| At one time Shirley sponsored 


| Shirley asks for his property are Fulton Lewis Jr. on Mutual and 
attractive to the mass circulation | at another time sponsored a morn- 
of New York’s two morning tab- | 


ing program on WNEW. He has 


| loids, the News and the Mirror, | abandoned radio for the time be- 
|which are Shirley’s main_selling | ing and is now concentrating on 
| agents. 


In his current ads, he of- | television spots, which will feature 


e pr aspera ous. 


- THERE 1S AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE- 
SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 
-1T MAY BE THAT THE SKIL 
AND EXPERIENCE OF THI 
ORGANIZATION COULD BE USEL 
ADVANTAGEOUSLY BY YO 
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scones of Mastic Acres. He feels 
that enough people have television 
sets now to make it worth his 
wile to use this advertising me- 
dium. He also advertises in for- 
eizn language newspapers. 

Walter Shirley’s showmanship 
blossoms out all over in his adver- 
tising and promotion. Featured in 


his full-page ads in the Mirror | 


Curtis Circulation Adds 2 


and News is a full-column biog- 
rophy on some celebrity written 
bv himself. He claims Jack Haley, 
Mayor O’Dwyer, Ed Sullivan, Ed- 
ward Arnold, Bing Crosby and 
many others as close personal 
friends, and has written columns 
on all of them. 

Curvaceous girls in bathing 
suits, children playing on the 
beach, golfers and tennis players 
also are featured in the ads, show- 
ing prospective customers all they 
can enjoy by living at Mastic 
Acres. Shirley feels that his ad- 
vertising brings in two-thirds of 
his customers and the other third 
hear about it from people who 
have already bought property. For 
people who bring in customers, 


| Shirley has a bonus system and 


has given checks as high as $500 
to Mastic Acres residents for doing 
this. 


Uses Outdoor, Matchbooks 


Since he has been in business 
Mr. Shirley figures he has sold 
upwards of 8,000 acres and re- 
ports there are about 500 homes in 
Mastic Acres. His current ads fea- 
ture a transportation gimmick out 
to Mastic Acres in limousines for 
$5. If the person is not satisfied 
with the property the money is 
refunded. 

Shirley maintains that eight out 
of 10 people who visit Mastic 
Acres buy property there. He 
has dotted Long Island highways 
with outdoor posters through Gen- 
eral Outdoor Advertising, and has 
had 5,000,000 match covers made 
advertising the project. 

Walter Shirley places his adver- 
tising through Flint Associates, 
New York, a newly appointed 
agency. The account was pre- 
viously handled by Jasper, Lynch 
& Fishel, New York. 


Wyler Watch Maps 


Contest Promotion 


Wyler Watch Agency, New 
York, will invade the farm mar- 
ket to promote a $5,000 prize con- 
test in the August and September 
issues of Farm Journal. This 
campaign is in addition to Wyler’s 
regular insertions in Life. 

Prizes of $1,000 in cash and 
more than $4,000 worth of Wyler 
Incaflex watches will be awarded 
to the best 25 word answer to the 
question, “Why is the Wyler 
watch best for country living?” 
The agency is Walter Weir, Inc., 
New York. 


MM 


in the basic source 


OF MARKET INFORMATION 


a (MUSTRIAL MARKETING 


1949 Industrial 
t Market DATA Book, Numaer 


xIndustrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 


Caldwell Adds Duties 


Charles H. Caldwell has been 
named sundries sales promotion 


|manager of B. F. Goodrich Com- | 


|pany, Akron. He has been han- 
'dling sales promotion for the com- 
pany’s shoe products for the past 
18 months and will continue in 
that capacity. 


Effective with August issues, on 
sale in late July, single copy sales 
of the Atlantic Monthly and Har- 
per’s Magazine will be handled 
by Curtis Circulation Company, 
Philadelphia, an affiliate of Curtis 
Publishing Company. “The Cur- 
tis line” will then include, in ad- 


dition to these two, The Saturday | 
Ladies’ | direct mail will be used. 


Evening Post, Holiday, 


| Home Journal, Coronet, Esquire, 
\Sports Afield, Bantam _ Books, 
| |\Kryptar Film, and Premium 


Group of Comics. 


ELL the Jobber and his 
Salesmen aren 5 Oe , 
entire automotive affermarket/ 


Two Appoint Kemper | 

Crown Controls Company, New | 
Bremen, O., manufacturer of | 
|automatic heat regulators, and. 
Miami Chick Hatchery, Sidney, | 
O., have named Don Kemper | 
Company, Dayton, to handle their | 
advertising. 


To Rose-Martin 


SRVING-CLOUS PUBLISHING CoO, 


Om FLOOR OANY NEWS MOG. CHICAGO 6 
Laundry Packaging Corpora- 
tion, mariufacturer of laundry B B E R 7 @) P I C S 
packaging items, has placed its J O Whagayine 


MONTH 


advertising with Rose-Martin, Inc., 
New York. Business papers and 


‘THE BOOK THE MOnwTM’ #VeERY 


Light . .. beamed squarely at the optical complexity of certain lenses . . . fans 


out in many directions. 


So. too, the momentum of an idea aimed at the right mind is. in turn, 


radiated and activates many other minds. 


The 


communication along which travel significant 
pulses of thought. beamed into the most alert 
minds of industry, science and government. 
Today, more than ever. FORTUNE reports. 
weighs, correlates for them the intricate pat- 
tern of American Business Enterprise. 


Through such a channel ... selectively 


beamed 


FORTUNE’s editors and FORTUNE’s adver- 
tisers both share a direct highway to a quarter- 
million of America’s most productive minds. 


analogy fits FORTUNE well. For FORTUNE is a direct channel of 


and attuned to these leaders... 
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GM Shifts Anklam 


William E. Anklam has been) 
appointed director of new prod- 
ucts commercial research for Gen- 
eral Mills, Minneapolis, succeed- 
ing A. E. Burnett, who was killed 
in an automobile accident July 4. 
Mr. Anklam was formerly head 
of the foods department of the 
new products commercial research 
organization. 


Evans Names F&S&R 


Evans Products Company, Ply- 
mouth, Mich., has named Fuller 
& Smith & Ross, New York, to 
handle the advertising and sales 
promotion for the company’s five 
divisions. Magazines and news- 
papers will be used. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 
THE ARTKRAFT® SIGN CO. 
Division of 


Y/ 


Artkraft® 
900 Kibby S¢., Lime, USA 


James D. Woolf Talks... 


Salesense in 


Advertising 


Registered 


James D. Woolf, famed copywriter and 


advertising 


ing, 


Your ‘Public Relations’ 

In business nowadays a great 
deal is heard about “public rela- 
tions.” Large corporations engage 
the services of high-priced ex- 
perts who specialize in this field. 
Many companies, in pursuit of bet- 
ter public relations, invest big 
sums of money in “institutional” 


BARE HANDS *— 
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- sa “F. 


YOU NEED 
WKZO-WIEF 


YOU MIGHT THROTTLE 
“A LEOPARD WITH YOUR 


TO MAKE A KILLING 
IN WESTERN MICHIGAN! 


Good reception of even the largest “outside” stations is mighty 


unreliable in Western Michigan—so spotty, in fact, that most 


people in that area don’t even try. Their signals are effectively 
choked off by a real wall of “fading” that surrounds our area. 


Hence WKZO in Kalamazoo and WJEF in Grand Rapids get a 


lot more listenership than most 


regional stations would ordi- 


narily draw. Your Hoopers prove it! 


The latest Hooper (Jan.-Feb., 1948) shows that WKZO’s Share 


of Audience in Kalamazoo, Mon. 


thru Fri., Noon to 6:00 p.m., 


is 55.2—36.5 above its highest competition. WJEF’s in Grand 
Rapids is 26.7—4.5 above its highest competition. 


Don’t you think you ought to investigate further? Write, or 


ask Avery-Knodel, Inc. 


choking it to death. 


*On a hunting expedition in Africa, Carl E. Axeley killed a full-grown leopard by 


retired vice-president of J. Walter 
Thompson Company, is writing a series 
of discussions on tested ideas and basic 


principles. While the series 


is aimed primarily at the small business 
man who may be a neophyte at advertis- 
AA readers will find instruction 
and entertainment in the discussions and 
sidelights on advertising successes which 
will appear here each month. 


campaigns of advertising and pub- 
licity. 

Just what does the term “public 
relations” mean? What is it that 
these experts seek to accomplish? 
Of special interest here, does the 
small business man have a public 
relations problem, and how should 
he handle it? 

The term has been given many 
complicated definitions. Putting it 
very simply, the aim of any public 
relations program is that of mak- 
ing friends for a business. That’s 
all there is to it—making friends. 

Whether your business is big or 
little, you are not likely to prosper 
unless the public likes you. If the 


\public distrusts you, believes you 


to be calculating, self-seeking, and 
indifferent, you are operating in a 
negative and dangerous “social 
climate.” 


How to Make Friends 

As the operator of a small busi- 
ness you don’t need an expensive 
expert to tell you how to make 
friends. 

It’s a pretty simple matter when 
you think about it. When you 
think about it—if you think about 
it. There’s the rub—far too many 
business men think about their 
public relations far too infre- 
quently or not at all. 

What determines the quality of 
your public relations is the qual- 
ity of your contacts with the pub- 
lic. Every ad you run is a con- 
tact. Every time one of your em- 
ployes opens his mouth and says 
something to a customer he or she 
has committed an act, good or bad, 
of public relations. Every time 
one of your delivery men rings a 
doorbell and delivers a package 
he also has committed an act of 
public relations—for better or 


worse. Every time one of your 
employes answers your telephone 
a public relations contact has been 
made that can be helpful or hurt- 
ful. 

Take your telephone seriously. 
Lucius Boomer, late president of 
the Waldorf-Astoria, which re- 
ceives 4,000 telephone calls every 
day, once told me that the tele- 
phone manners of the American 
public are atrocious. Dale Car- 
negie and Emily Post, famed au- 
thority on etiquette, have told me 
the same thing. 

You can’t do anything about the 
bad telephone conduct of your 
customers. But you can do some- 
thing about the telephone man- 
ners of your organization. Some 
of the things that offend, I am told 
by New York’s top-flight Kath- 
arine Gibbs School for business 
girls, are these: 

1. Failure of the employe an- 
swering to identify himself at once 
upon picking up the phone. 2. 
Tactless inference by the em- 
ploye answering that the impor- 
tance of the caller will determine 
whether or not you will talk with 
him. 3. Slovenly expressions— 
“Okedoke,” “Youbetcha,” “Oke,” 
“Bye, now,” and “So long.” 4. 
Putting the callers through the 
third degree before yielding the 
desired information. 5. Lifting 
the receiver from the cradle and 
continuing to talk with someone at 
your desk. 6. Displaying irrita- 
tion when you answer a wrong 
number call. 7. Asking an em- 
ploye to get a number for you 
and then not coming, after the 
connection is made, immediately 
to the phone. 8. Failure to call 
back promptly after you have 
promised to do so. 

Your telephone is an important 
vehicle of advertising, of public 
relations. Gracious, intelligent 
telephone behaviour will pay divi- 
dends in friendship and sales. 


So Easy to Be Gracious 

A Colorado friend of mine re- 
cently made extensive repairs on 
his ranch home. Acting as his own 
contractor, his workmen bought 
materials as they were needed 
from the local hardware and 
building supply dealer. At the 
end of February he was sent a bill 
for $1,200; his March bill was 
$600; for April it was $300. 

My friend has not yet been 
thanked for his patronage! If I 
had been that dealer, I would 
have sent along a little note with 
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each of those three bills. Son 2. 
thing like this: “I want you to 
know that we appreciate your p. t-. 
ronage very much. I hope ‘i 
materials and supplies you bou; 1 
from us are completely satisf: c- 
tory to you. I am sure you knw 
we stand ready at all times ‘tp 
make good on all of our merchz }- 
dise. Many thanks.” 

It’s so easy to be gracious—a 
so profitable. 

Incidentally, why must a bill 
the cold, forbidding, impersor ,| 
thing that it usually is? Wy 
can’t it be, first of all, a letter > 
thanks? An implement for jir)- 
proving public relations? 

I know of a bank that sends out 
a little note with its monthly bank 
statements. Women especially, | 
am told, are appreciative. A typ- 
ical note to personal depositors 
goes along in this vein: “Dear 
Customer: Here is your monthly 
statement, and we believe it is 
correct. If it doesn’t agree with 
the balance in your checkbook, we 
shall be most happy to help you 
find the error. We want to thank 
you for your patronage; it is most 
appreciated.” The notes to busi- 
ness houses are somewhat differ- 
ent, but they are equally gracious. 

In these notes this bank has a 
fine implement of public relations. 
Why so many business houses—in 
fact, nearly all firms—find it so 
hard to express warm gratitude to 
their customers is beyond all un- 
derstanding. 


Public Likes Fair Play 

In advertising, mind your own 
business. Talk up as enthusiasti- 
cally as you can the value of your 
merchandise and service, not the 
lack of value in what your com- 
petitors offer. 

It is not enough to avoid out- 
right disparagement. Knocking by 
subtle implication and innuendo is 
just as bad—and sometimes worse 
because of its slyness—than direct 
belittling. The sports-loving 
American public likes fair play; 
it’s tops in public relations. 


Ameritex Plans Drive 


The Ameritex division of Cohn- 
Hall-Marx Company, New York, 
will launch a special fall promo- 
tion on a line of Portrait Plaid 
rayons in the back-to-school is- 
sue of Seventeen. Point-of-sale 
aids and local newspaper adver- 
tising also will be used. The 
agency is Dorland, Inc., New York. 


Which one 
meets your 


BOTH OWNED AND OPERATED BY 


FETZER BROADCASTING COMPANY 


AVERY-KNODEL, INC., Exclusive National Representatives 


If you’re interested more in sales 

than sails, it’s the one on the right. 

His income is among the highest for all 
big magazines, and he spends it on 

his home and family. Better Homes & 
Gardens screens him for you be- 

cause its 100% service content — ads 
and all — squares with his 

home- and family-interest. 


America’s First Service Magazine 


Ad 
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COPY "MAGIC'—Palace Corp., Flint, 

Mich., will use this two-color, quarter 

page in the Aug. 7 issue of The Satur- 

day Evening Post, as part of a series 

for its trailer coaches. Shutran-Mahlin- 
Green is the agency. 


Palace Uses 
‘Post,’ Trades 
in Trailer Drive 


Furnt, Micu.—A national cam- 
paign, using The Saturday Eve- 
ning Post and trade publications, 
is under way for the new 1949 
trailercoach of Palace Corpora- 
tion here. 

A series of two-color quarter- 
page ads is running in the Post, 
and two-color full pages are ap- 
pearing in Trailer Topics, Trailer 
Travel and Trailer Ways. The ads 
feature a “Palace Princess” in 
cartoon style, who points out the 
features of the company’s trailers. 
The company claims that later 
ads in the series will modify the 
Princess’ role, de-emphasize the 
fairy tale atmosphere and stress 
the hard facts about the product. 

The ad in trade publications 
contains a statement, under an 
asterisk: “Dealerships still avail- 
able in a few choice territories. 
Write for full information.” Pal- 
ace says its ads already have 
“proved effective not only in 
boosting sagging retail sales but 
in gaining new dealers.” 

Palace’s production has _in- 
creased from 250 to 7,500 units 
annually since 1938, while indus- 
try production increased from 
5,000 to 70,000 units, the company 
says. Production by Palace is on 
an assembly line basis, patterned 
after the automobile industry. 

Shutran-Mahlin-Green, Detroit, 
handles the account. 


Form Press Association 

About 40 representatives of 
newspapers published in south- 
west Connecticut have formed a 
press association, with Leonard 
Massell, Stamford Advocate, as 
president. Other officers are Ber- 
nard Yudain, managing editor of 
the Greenwich Time, vice-presi- 
dent, and Charles Mitchell, man- 
aging editor of the Darien Re- 
view, secretary. 


FRANKLIN 


ENGRAVING 


COMPANY 
chicage 6, Hlinois 


Y&R Radio Adds Four 


The radio-television department 
of Young & Rubicam, Hollywood, 
has added Wallace Chateauvert, 
Broaddus Johnson Jr., Ogden 
Knapp and William H. Brown Jr. 
Mr. Brown was previously concert 
director of the Julliard School of 
Music and Mr. Knapp was for- 
merly with the Music Corporation 
of America and Foote, Cone & 
Belding. Mr. Johnson is a recent 
graduate of Yale, where he was 
program director of WYBC, and 
Mr. Chateauvert was transferred 
from another Y&R department. 


Gets Salmon Account 


The F. A. Gosse Company, Se- 
attle, has appointed Jasper, Lynch 
& Fishel, New York, to handle ad- 
vertising for Red Breast canned 
salmon. 


Gillette Readies 
Low-Pressure Tire 


Detroir—A new low-pressure 
automobile tire, the President, will 
soon be placed on the market by 
the Gillette Tires division of the 
United States Rubber Company, 
according to H. C. McDermott, 
Gillette sales manager. 

Designed for greater riding com- 
fort, the new tire incorporates the 
basic “air ride” principle of low 
pressure construction developed 
by U. S. Rubber two years ago. 

The tire will retail for 18% 
more than the company’s first- 
line Gillette Ambassador tire. 
Compared with the popular 
6.00x16 size regular tire, which 


sells for $15.25 exclusive of taxes, 
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the 6.70x16 President will sell for; Y¥qmbert Names 2 V.P.s 


| $18.05. 
K-F IN BIG MAILING 


Detroir—“An Invitation to Ad- 
venture,” a new circular describ- 
ing and illustrating the driveaway 
delivery plan at Willow Cottage, 
has been. mailed to 850,000 owners 
of prewar cars as part of Kaiser- 
Frazer Corporation’s direct mail 
program (AA, May 24). 


Truck Publication Bows 
“Ford Truck Times,” published 
by the publications departmert of 
Ford Motor Company, is a new 
bi-monthly publication for truck 
drivers. Distribution of the first 
issue was said to exceed 2,000,000. 
William D. Kennedy is editor and 
Arthur T. Lougee, art director. 


Charles J. Eastman and Don E. 
DeLone, account executives with 
the Ralph Yambert Organization, 
Hollywood, have been named 
vice-presidents of the agency. The 
agency has added the Zandt Car- 
pet Company (Los Angeles) ac- 
count and is now carrying out an 
advertising and sales survey for 
the company as the basis for a 
campaign in newspapers and other 
media. 
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Repeat purchasing is also a sign of brand loyalty . 
ultimate goal of every far-sighted food marketer. 
New York Herald Tribune homemakers . . 


. with 


the 


higher-than-average budgets . . . let taste rather than tariff 


govern their food purchases. They offer an enviable 
point-of-sale R-P* already established. 


Another reason why Herald Tribune readers form the backbone 

for balanced food sales in America’s richest Metropolitan 

and Suburban market is that Herald Tribune 

circulation parallels distribution of food store sales more 
closely than any other New York newspaper. 


Let Herald Tribune’s brand-loyal R-P* work 

to put your brand in demand among over 729,000 
families who spend more than $926,000,000 annually on 
home-used foods alone. Advertise to those most 

able to buy. Write today for informative Continuing 
Grocery Products Study. 
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BNF Honors 
Macombers, 90 


New Yorxk—The Brand Names 
Foundation has honored Macom- 
ber’s, a nationally known brand 
name long identified with apple 
products, with the diamond anni- 
versary certificate of public serv- 
ice.. First introduced 90 years ago, 
Macomber’s was founded by 
George, Fred and Charles Macom- 
ber, who came to the United 
States from England in 1849. 

Disappointed in their efforts to 
find gold in California, the three 
brothers began operating a cider 
plant and in 1858 marketed their 


S.S. SPECIAL FRISKET CEMENT 


$1.58 per qt. 


Artex Artist Rubber Cement 


$3.50 per gal. $1.25 per qt. 
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PHONE CENTRAL 3373 


5.5. RUBBER CEMENT CO. 


314 W. MICHIGAN AVE., CHICAGO 1, ILL. 
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| 
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first cider under the brand name 
Macomber’s. 

Oldest brand name to receive 
the foundation’s certificate of pub- | 


lic service to date 
243 years ago by Rocher Freres, 
Isere, France, sold by Fromm & 


Sichel, Inc., New York. 


Capitol Plans Merger 
Capitol Records, Inc., Holly- 

wood, has announced the pro- 

posed merger of its five regional 


distributing subsidiaries 


|itol Records Distributing Corpora- 
tion, as of Aug. 31. The distribut- 
ing organization will control op- 
erations of Capitol’s 30 company- 
owned branches and will coordi- 
nate additional distribution 
through a number of additional 
independent distributors. 


Greenthal Appointed 


Samuel Goldwyn has appointed 
Monroe Greenthal Company, New 
York, to handle advertising for his 
technicolor production, “A Song Is 
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Born. 
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He Has a Barrel of Fun with Crabs, 
Crustacean and Bureaucratic 


Whether crabbing at his Maryland farm on the Patuxent 


River or crusading as a protector of the public interest 


in Washington, D. C., he devotes his enormous vigor to 


the cause at hand. 


His campaigns against clumsy or 


inept bureaucrats are severe but conscientiously fair. 


And his showmanship is such that radio listeners are 
kept interested in the continuity of his broadcasts. 
As a result his program consistently rates high with 


listeners and advertisers. 


Currently sponsored on 304 


stations, the Fulton Lewis. Jr. program is the original 


news “co-op.” It affords local advertisers network pres- 


tige at local time cost, with pro-rated talent cost. 


Since there are more than 475 MBS stations. there may 


be an opening in your city. 


If you want a ready-made 


. ° . 
audience for a client (or yourself), investigate now. 


Check your local Mutual outlet—or the Co-operative 


Program Department, Mutual Broadcasting System, 
1440 Broadway, NYC 18 (or Tribune Tower, Chicago, 11). 
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NEWS AND VIEWS 


Once in a lifetime does 
an advertiser hit the jack- 
pot as did Bennett & Son, 
Inc., Lenox, Ia., manufac- 
turer of farm equipment. 

This advertiser came to 
R. A. Behr, account execu- 
tive, Meneough, Martin & 
Seymour, Inc., Des Moines 
agency, with the problem 
of marketing an attachment 
for International Harvester 
Farmall tractors. Not only 
was there a very limited 


but the price of $70 seemed 
high. However, the agency 
studied the problem care- 
fully and worked out a 
copy appeal that produced 
phenomenal results. 

*- A 49-line advertisement 
in the Nov. 15, 1947, issue of 


in itself was phenomenal, bu 


in sales resulted, or an adver 


First, an unusually large pent 


by farmers. 
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Meredith Boosts 
Sales, Earnings; 
Tackles Video 


New YorK—Total revenues of 
Meredith Publishing Company, 
Des Moines, for the fiscal year 
ended June 30 “will top $21,000,- 
000,” Merrill Lynch, Pierce, Fen- 
ner & Beane, investment house, 
estimates in the current issue of 


$100 ADVERTISEMENT SELLS OVER $50,000 
WORTH OF TRACTOR ACCESSORIES 


market for the attachment, 


proximately $100 for art work, engraving and space, pulled 
over 2,200 inquiries at a cost of less than 5 cents each. This 


checked, 251 sales were made at $70 each. Projecting this 
percentage over the total inquiries shows that over $50,000 


What can be the reasons for such a remarkable response? 


this nature; second, exceptional coverage by Wallaces’ 
Farmer, and third, powerful, factual copy easily understood 


OF MAIL ORDER ADVERTISING 


BRING YOUR FARMALL ||! 
UP TO DATE i 
With a Bennett Road Gear. ‘ 


BENNETT & SON INC. 


LENOX, 1owA 


= 


Wallaces’ Farmer, costing ap- 
t from the first 762 inquiries 


tising cost of .002 per sale. 


-up demand for a road gear of 
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Will Televise Yankees 

The Local Chevrolet Dealers 
Association, New York, will spon- 
sor telecasts of the New York 
Yankees football team over 
WABD, New York, this fall. 
Campbell-Ewald Company is the 
agency. 
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Video Sets Help 
Sales, Philly 
Stores Report 


PHILADELPHIA — Increased sale 

| as a result of television shows i 
| department store windows hay. 
|been reported by Gimbel Bros 
and John Wanamaker, two of thi 
| city’s leading department stores. 
_ The two stores displayed 4 
|RCA Victor television receivers o 
all types and price category in 3 
windows. The first demonstra- 
' tion in the Gimbel store tied i: 
| with Father’s Day, the first wee} 
'in June, and continued through th: 
| Democratic convention. The dem- 
onstrations have, according to 
store officials, attracted recor: 
window audiences and increased 
store traffic and sales of television 
and radio receivers. 

A gauge of the effectiveness o/ 
the concentrated television win- 
dow demonstrations has been the 
|percentage of street traffic di- 
| verted into both stores, and the 
| marked increase in activity in the 
radio and television receiver de- 
partments. 

Programs were carried from 
early morning until late at night. 


Issues Farm Statistics 


Implement & Tractor, Kansas 
City, Mo., has published its 11th 
annual statistical number. Divided 
into three parts—county statistics, 
state statistics and industry sta- 
tistics—this issue offers complete 
compilation of statistical data on 
the farm equipment market. 


Hardinge Names Shank 


William H. Shank, formerly 
with W. H. Long Company, York, 
Pa., agency, has been appointed 
advertising manager of Hardinge 
Company, York, succeeding R. C. 
Ferguson, who has been made 
north central district manager. 
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its “Investor’s Reader.” 

This figure compares with $17,-| 
333,000 in the previous fiscal year | 
and $4,500,000 in 1939. 

Net profits in the last fiscal | 
year are estimated at $3,100,000 
(or $4.80 a common share) com- 
pared with $2,814,000 ($4.36) 
last year and $256,000 in 1939. 

Meredith’s annual report will 
be released in August. 


“Investor’s Reader” describes 
the company’s Better Homes & 
Gardens as a “hot book . . . which 


in 26 years has shot from no place 
to America’s No. 6 magazine,” 
with circulation of the April issue 
reaching a record 3,283,000. 


‘How to’ Books Big 


For 32 of the last 33 years, 
Meredith’s Successful Farming, it 
was said, “has rated No. 1 or No. 
2 among farm magazines in pages 
of paid advertising.” 

The company’s “how to” books, | 
on cooking, baby care, gardening, 
building, etc., represented about) 
$1,500,000 of the current revenue 
total. “The Cook Book has sold 
over 3,750,000 copies to rate the 
No. 9 best seller of all time (the 
Bible is No. 1.)... 

‘Meredith is ready to latch on 
to another trend—television. The 
official FCC files show applica- 
tions for three television channels 
in upstate New York and a joint 
application for Des Moines.” 


Offers Paper Data 


The Coy, Hunt & Co., New York, 
has issued a_ booklet, entitled 
“Things to Know About Paper,” 
which contains descriptions of 
grades of paper and basic size, 
weight and count of various 
grades of paper and board, and 
other pertinent information on 
paper. 
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Business Census 
Activity Expected 


commodity figures for cities and 
towns as small as 2,500 and under. 
They would also like separate 
tabulations for larger chains, mail 
order houses, supermarkets and 
similar establishments. 


The Census Bureau believes the | 


census will provide detailed fig- 
ures for various kinds of busi- 
nesses by individual county and 
for cities as small as 10,000 or 
perhaps 5,000. 


White Reorganizes 

Mithoff & White, El Paso, Tex., 
agency, has been dissolved and a 
new company, Dan White & Asso- 
ciates, has been organized by Dan 


Philco Renews 
Crosby on ABC; 
Considers Video 


PHILADELPHIA — For the _ third 
successive season, Philco Corpora- 
tion will sponsor Bing Crosby on 
transcriptions on the American 
Broadcasting Company, Wednes- 
days, 10-10:30 p.m., beginning 
| Sept. 29. 

The crooner will continue to be 
‘assisted by John Scott Trotter’s 
|orchestra, the Rhythmaires and 
guest stars. The program will be 
transcribed and broadcast from 
Hollywood. 


scrship on ABC television in the 
fall. The Philco agency is Hutch- 
ins Advertising Company, Phila- 
delphia. 


Teitler Joins Zlowe 


Joseph B. Teitler, formerly 
manager of merchandising and 
advertising of the Canned Pea As- 
sociation, has joined the Zlowe 
Company, New York, as an ac- 


count executive. Before joining | 


the Canned Pea Association, Mr. 
Teitler was _ vice-president of 
Paragon Design & Development 
Corporation. 


Names Gardner 


Duell, Sloan & Pearce, New | 
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Weisser Joins Anchor 


E. A. Weisser Jr., formerly ad- 
vertising and _ sales promotion 
manager of C. R. Rogers Com- 
pany, has joined Anchor Distrib- 
uting Company, Pittsburgh, as ad- 
vertising and _ sales promotion 
manager of the Philco division. 


Sale 
OWS i “ 
hay. 
Brox fo Start on Time 
of thi 
ores. WasHINGTON—Advisory commit- | 
ed 4 tees representing various. seg- 
vers 0 ments of the distribution trades 
rin 3 are well along on their voluntary 
ynstra- assignments assisting in prepara- 
tied iy tions for the business census 
. weel which will be taken early next 
igh th: year. 
> dem- Cooperation from the interested 
ng to groups—retailers, wholesalers, 
recor: brokers, agents, and others—makes 
reasec it probable that the interviews 
evision will be under way in January, 
according to William C. Truppner, 
ess of chief of the Census Bureau busi- | 
| Wwin- ness division. 
en the Formal recommendations from) 
ic di- the American Retail Federation, 
nd the and the retail trade advisory com- 
in the mittee of the Department of Com- 
er de- merce were filed last week, call- 
ing for compilations for the small- 
from est geographic unit possible. 
night. A request for advice from 
wholesalers was mailed by the 
bureau last week, with a view of 
. rewriting the question forms to 
<ansas provide data most urgently needed 
2 oo by the marketing world. 
tistics In their report, retailers urged 
y sta- collection of commodity sales data 
mplete under “realistic commodity, 
ata on groups” which conform to the! 
be manner in which retailers main- | 
tain sales records. The retailer | 
ank recommendations suggest a “long 
rmerly form” to provide commodity data 


York. from all establishments doing over 


ointed $100,000 and all chain outlets re- 
rdinge gardless of the $100,000 minimum. 
~. 

made Payroll Data Unnecessary 

a On the other hand, the retailers 
ees felt it was unnecessary to collect , 


employment and payroll data, 


since up-to-date figures are al- 
ready available from Social Se- 
curity and other sources. 


elimination of operating cost sta- 
tistics on the grounds that they 


bulk of retailers. 
They favored 
credit and business age, and sug- 


The retailers also suggested the 


are not obtainable from the great | 


questions on! 


T. White, a partner in the former | 
agency. The staff consists entirely | 


: .._| York book publisher, has 
| It is reported that Philco is ,ointed the Alvin Gardner Com- 
of former employes of Mithoff & | Planning some test video programs | pany, New York, 


'starring Crosby for possible spon-' advertising. 


SPECIAL LOW PRICE 
me To A.A. Readers! 


1} From now ‘til Labor Day 
our super-fine phote 
Bb glossy & x 10's cost you 
ONLY i'ee ea. in 1.000 
lots Another proved 
business - builder Post- 
card Size Je ea. in 1.000 
lots Write for FREE 
Samples and Price List 
A-l 


VOSS PHOTO 

155 W. 46th Street 

New York City 19 
PLoza 7-3520 
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gested compilation by metropoli- | 
tan area rather than central city. | 
Besides tabulations by metropoli- | 


tan counties, retailers would like 


NSS! 


ADVERTISERS 
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PRESSURE-SENSITIVE 


POINT- OF - PURCHASE ADHESIVES 


Kleen-Stik does a real job of getting 
those important point-of-sale pieces up 
where they can be seen—where they 
can SELL! Dealers welcome Kleen-Stik 
gummed posters and USE THEM! Versa- 
tle Kleen-Stik enables ads, car cards, 
broadsides, etc., to be used at the point 
cf purchase — on walls, windows, 
shelves and counters. A small spot on 
each corner or a thin strip down each 
s de is all you need. 


get it up and Keep it up ! 
i Bg May Beng 


-»+. Mo glue... no tacks... no messy 

stickers. Holds secure to any smooth, 
'ard surface — indoors 

on 


Available through any 
rinter or lithographer 


EN-STIK PRODUCTS, Inc. 


. Indiana Ave. Chicago 16 


The South’s No. 1 Salesman 


THE MAN behind the counter 
knows the cash register rings 
when the product is advertised 
in The Progressive Farmer. 
Good merchants, through- 
out the rural South, will tell 


you The Progressive Farmer 
is the South’s No. 1 Salesman— 


the buying guide of most of 


their best customers. 


Thousands of Southern re- 
tailers and wholesalers were 
recently asked by an inde- 
pendent research agency to 
choose the farm magazine with 


greatest advertising influence 
in their trade territories. 


The Progressive Farmer was 
chosen more often than the 
next five magazines combined 

..and almost three times as 
often as the second magazine. 


More and more advertisers 
are enlisting the help of the 
South’s No. 1 Salesman. The 
Progressive Farmer made the 
greatest advertising linage gain 
of any monthly farm magazine 
in the United States during 
the last three years. 


Advertising Offices: BIRMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 


Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 
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cooperation with principals and 
| teachers. They included myster- 
ies; quiz shows; how-to-do-it pro- 
grams; news of children around 


Eldot Joins Standard 


Leon D. Eldot, formerly man- 
ager of the building products and 
paint division of L. Sonneborn | 


Children Prefer 
Video Mysteries, 


Advertising Age, July 26, 19-8 


| 
| 
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| The Problem 


Eighth of a Series of 10 ‘Legal Reminders’ 


By Albert Woodruff Gray q 


~ 


of LOTTERIES 


mailing privileges denied the ac- 
vertisement, irrespective of any 
other features in the scheme. 

“The element of certainty goes 
hand in hand with the element o! 
a lot or chance and the former 
does not destroy the existence or 
effect of the latter,” declared the 
Supreme Court in the celebrate: 
Austrian lottery case 75 years ago: 
and that principle remains un- 
changed. 

An advertisement. published in 
a metropolitan daily, of the giving 
of a prize for the best essay on 
a named breakfast food, to be sub- 
mitted with three labels from the 
packages of that product, was re- 
fused mailing privileges. The 
comment of the court in that de- 
cision is the answer to the ques- 
tion of legal or illegal prize con- 
tests: 

“If the contest be honestly car- 
ried on and the best essay from 
any known standard selected, such 
competition would not seem to be 
in any sense a lottery.” 


~ the world; stories about witches, 
Bc Alea TE all mor Survey Indicates nag rr mente | 
: ‘ : ing and sales development of the : | Stories and stories about animais. 
sales division, and its subsidiary,| “. P p ’| indicating two first and second; Advertise no prize or premium 
Toch Brothers, New York and| > ar os — age nl _choices each, mysteries and ad- ‘determined by lot or chance. 

: Chicago. airy tales as su jects bt poe venture stories both drew 60% of | A typical state law defining lot- 
ie Py : —__— | eae programming—and in that) 6+ choices and 83% of first or teries that are made criminal of- 
- Crittenton Joins NL&B othe results were obtained from | 8°¢"4 choices. | Semmes %, “A scheme Sor the dis- 

George D. Crittenton, formerly |g survey of more than 300 chil | —_—_—__—__ | Soeeem. ef property by. chence 
. assistant Chicago divisional sales | aren in New York City Ene wa ° | among persons who have paid or 
manager of the Pepsodent divi- | ‘lle. N. Y.. Mapl ne N J ‘Publishes Color Study agreed to pay a valuable consider- 

sion of Lever Brothers, has joined | ¥'"© *- *- Maplewood, N. u., and | “An Introduction to Color,” by | @tion for the chance.” 
Needham, Louis & Brorby, Chi-| Basking Ridge, N. J., by Junior), Ralph H. Evans, head of col-| With the federal lottery statute 

_ cago, as a merchandising adviser. | Programs, Inc., a professional /oer control for all color processes |comes confusion: “A lottery, gift 
+ sey pace emma program- | . eaten Natok Company, has | enterprise or similar scheme offer- 

. |been published by John Wiley &| ing prizes dependent in o 

; What Size Agency? More than 85% of the young-|Sons, New York ; ($6). The book Sonn upon aa - Aa Bie ao 

. sters interviewed had already | analyzes the physical properties of | oa) statutes provide further, “No 
iasdbess tala bive seen one or more video shows, | Colored light, action of the mind| person shall broadcast by m 

. too much | weight to and 93% indicated that they an interpreting . color, and the - i i ,! ser 

size”. Want a_ small would like to see their favorite | Properties of vision. It deals with | °° any radio station . . . any ad- 

: agency with big IDEAS? ee ge stead the various concepts of color of | Vertisement of or information con- 

Ss. ae. interest to photographers, artists, | cerning any lottery, gift enterprise 

wee Box 7114, Advertising Age Nine types of programs were | decorators, manufacturers and|or similar scheme, offering prizes 

ie 100 E. Ohio St., Chicago 11, 11. suggested in the questionnaire, | others concerned with the prepa-| dependent in whole or in part 

ie which the children filled out in| ration and application of color. | upon lot or chance.” 

= = That the “chance” is given 

me ; away, contestants paying nothing 

: f for the possibility of winning, is 

‘ ' no feature in the federal law. The 

mere existence of a “chance” 

|/makes the scheme a lottery with 

: 

— | @ = ¢ 
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99 Successfull Advertisers Have Joined Us in Producing the 


GREATEST JULY ISSUE 
IN THE HISTORY OF 


HOSPITAL MANAGEMENT 


e Biggest July issue in the history of the publication, with more than 80 pages 


of advertising. 


© Biggest hospital circulation we have ever attained. 

e Biggest total July circulation in 32 years. 

e Biggest summertime issue in the history of the publication. 

e Largest numBer of individual advertisers ever represented in any July issue 
. showing that those who realize what has been happening in the 

hospital field (and the publications serving it) are capitalizing on the 

unique values inherent in HOSPITAL MANAGEMENT. 


Send for a copy of “Touching All the ‘Bases”—it will help you in your institutional selling. 
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ADVERTISERS IN JULY ISSUE OF HOSPITAL MANAGEMENT 


Abbott Laboratories 

Allegheny Ludlum 
Steel Corp. 

Aloe Co., A. 8. 

American Bottlers of 
Carbonated 
Beverages 

American Cystoscope 
Makers, Ine 

American Hospital 
Supply Corp. 

American Sterilizer 
Co. 

Armour & Co. 


Bard-Parker Co., 
Barnstead Still & 
oe Sterilizer Co 

. Bassick Co., The 
Bauer & Black 

: Bauer & Black, 

sutures 

Becton Dickinson & 


Ine. 


Co. 
Biro Mfg. Co. 
sn Bishop & Co., J 
Blickman, Inc., 8 
ee Bristol Laboratories 
Bryan Steam Corp 


Camel Cigarettes 
Cannon Electric 
Development Co 
Castle Co., Wilmot 
Chicago Dietetic 
Supply House, Inc 
Ciba Pharmaceutical! 
Products, Inc 
Cleveland Range Co 
Commercial Solvents 
Corp. 
Continental Coffee Co 
Continental Hospital 
Service 
Crane Co. 


Creseent Surgical 
Sales Co. 
Cutter Laboratories 


Darnell Corp., Ltd. 
Davis & Geek, Ine 
Deknatel & Son, J. A. 
Dennis Watercress, 
C. E. 
Despatch Oven Co. 
Egry Register Co. 
Ethicon Suture 
Laboratories 


Finnell System, Inc 
Forbes Stamp Co. 


Mama 


General Electric Co., Hill-Rom Mfg. Co. 


Libbey-Owens-Ford Mercer Glass Works, 


Parts — That old standard of 
Paris, La Vie Parisienne, is on its 
way back to the kiosks here after 
a war-enforced* absence. 

Its famous covers, formerly so 
attractive to visitors to the cap- 
ital, epitomized the concept of the 
short-short hemline—in the rare 
instances when such unnecessaries 
were used in illustrations. 

The new format, however, will 
lean farther toward the conserva- 
tive side and away from the care- 


: 'free, breezy, lusty humor which 
| characterized La Vie in the past— 


a necessity in view of the new 
publication legal code on morals. 


Goodwin Joins WNJR 
Harry D. Goodwin, formerly 
promotion, publicity and merchan- 


|dising manager of WCOP, Boston, 


has been appointed manager of 
WNJR, Newark, N. J., owned by 
the Newark News. The appoint- 
ment is effective Aug. 9. Prior to 
his association with WCOP, Mr. 


| Goodwin served for 14 years with 


| 
| WBZ, Boston, Westinghouse sta- 
| tion. 


NEW JERSEY'S FOURTH LARGEST MARKET 


BAYONNE 
cannot be sold 
FROM THE OUTSIDE 


ALL OTHER PAPERS - 149% 


and... the TIMES alone 
can sell BAYONNE 


7'/, out of every 10 homes in Bayonne read 
THE BAYONNE TIMES, New Jersey's most 
concentrated circulation. Bayonne's close 
merchant-wholesaler-newspaper cooperative 
system makes it an ideal Test City. Be sure 
The BAYONNE TIMES is on your next test 
campaign. 


THE BAYONNE TIMES 


MATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
205 WABISON AVE, NEW TORK © 278M LASALLE ST. cmcase 


Air Conditioning Hoffmann-LaRoche, Glass Co. ne. 
Dept. Ine. Lilly & Co., Eli 
General Electric Hollister Co., Liquid Carbonic Corp, Gakite Products, Ine. 
X-Ray Corp. Franklin Ohio Chemical & 
General Foods Corp. Horner Woolen Mills = Macalaster Bicknell Mfg. Co., The 


(Institution Dept.) 
General Motors Corp. 
Gerson-Stewart Corp., 

The 


Hall China Co., The 

Haney & Associates, 
Charles A. 

Hanovia Chemical & 
Mfg. Co. 

Hardy Co., James G. 


Hospital Consultants, 
Ine. 

Hospital Standard 
Publishing Co. 

Hotel Strand 

International Silver 
Co. 

Johnson & Johnson 

Lederle Laboratories, 
Ine. 


100 £. OHIO ST., CHICAGO 11 


The Only Hospital Publication which is a member of both the 


ABC and ABP 


tsa 
SEMEN 


MacGregor Instrument 
Co. 


Mallinekrodt 
Chemical Works 
Marshall Insurance 
Co., John 
Marvin-Neitzel Corp. 
Meinecke & Co., Inc. 
Mennen Co., The 


Orthopedic Frame Co. 


Panamerican 
Publishing Co. 
Parke-Davis & Co. 
Perry, Ine., Parker D. 
Pilling & Son Co., 

Geo. P. 
Procter & Gamble 
Puritan Compressed 
Gas Corp. 


Rock-Tred Corp. 
Ross, Ine., Will 


Sanicon Co., The 


Sanitary Paper Mills, 


Ine. 
Sargent & Co., E. H. 
Savory Equipment, 
Ine. 
Sexton, John & Co. 


Shenango Pottery Co. 


Simmons Co. 

Sklar Mfg. Co., J. 

Smooth Ceilings 
System 

Spring-Air Co. 


Squibb & Sons, E. R. 


Straus-Duparquet, 
Inc., Nathan 


Swartzbaugh Mfg. Co. 


Wallace Silversmiths 
Wander Co., The 


Winthrop-Stearns Inc. 


Wocher & Son Co., 
Max P. 


Zimmer Mfg. Co. 
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BBC Super Video || 
Studios toOpen 
in Six Months 


New York — Until last week, | 
C 3S’ claim of constructing the na- | 
tion’s largest television studio | 
plant stood pat. La&t week, how- | 
ever, the American Broadcasting | 
Company made the same state- | 
ment and in cubic feet beats CBS 
by 1,300,000. 

The new ABC studios, which 
will serve WJZ-TV and the ABC 
television network, will be located | 
in a building providing 2,000,000 | 
cubic feet of space and occupy- 
ing the width of an entire city 
block between 66th and 67th 
Streets off New York’s Central 
Park West. 

The remodeling job will cost 
ABC about $1,000,000, exclusive 


thinking of 
building? 


AUDIBLE—This beaver and other ani- 

mals long featured in newspapers and 

outdoor by Ist National of Minneapolis, 

have now found their voices and are 

being heard in commercials over Twin 
Cities stations. 


of television equipment. The 
principal studio will measure 200 
feet in length and 100 feet in 
width with a 45-foot ceiling. Fa- 
cilities will be provided for the 


nedy newscast over Mutual start- 
ing Sept. 12. The program will 
be heard Sundays, 1:15-1:30 p.m., 
EDT. i. 


10 Animals Make 
Debut on Radio 
in Twin Cities 


MINNEAPOLIS — Mel Blanc, cre- 
ator of the voices of Donald Duck 
and Bugs Bunny and currently in- 
volved in a suit in which he is 
asking $520,000 for the use of the 
Woody Woodpecker cackle, has 
created 10 new animal voices for 
the First National Bank of Min- 
neapolis, in an unusual radio- 


| newspaper campaign. 


The coup was arranged by Clar- 
ence Russell, Olmsted & Foley Ad- 
vertising Agency executive, while 
on a Hollywood vacation in early 
summer. To Mr. Russell’s surprise, 
Blanc said he would do the voices 
for the agency’s account. 

Some animals have been high- 
lighting the bank’s newspaper and 
outdoor campaign for some 
months. Now their voices can be 
heard on the bank’s new commer- 
cial announcements over three 


| Twin Cities radio stations, WDGY, 
_WTCN and WLOL. 

The 10 voices are those of a 
turtle, burro, bear cub, cat, fox, 
dog, kangaroo, beaver, whale and 
| frog. 


Honors 75th Year 


Kimberly-C lark Corporation, 
Neenah, Wis., has prepared 


book, titled “Four Men and a 
Machine,” in celebration of 
75th year. The book gives an 


account of the history of the 
company. 


Donahue Leaves WAA 

John C. Donahue Jr., advertis- 
ing copy chief at War Assets Ad- 
|ministration, New York, for the 
|past two years, has resigned to 
|go to Europe as a special news 
|representative, with headquarters 
in Paris. 


Sherman Paper Products 


Plans Salesmen Study 
Sherman Paper Products Cor- 

|poration, Newton Upper Falls, 

'Mass., is making a study for the 


al 


|development of practical methods 
to aid paper distributors in select- 
|ing better salesmen. Paper sales- 
men in the major distribution 
areas will be interviewed to de- 
|termine what qualities character- 
|ize the successful paper salesman. 

The goal of the program will 
be to develop tangible rating 
|methods to simplify and standard- 
|ize the process of selecting sales- 
|men. Benge Associates is doing 


its | the field research work. 


WHAT'S GOING ON? 


petitive advertising files and for de 
veloping sales prospects on ceriain 
types of products and services. 

Hew Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON'S CLIPPING BUREAU 


FARM GENERAL 
PAPERS MAGAZINES . 


BUSINESS 
PAPERS * 


314-So. Federal St. Ch-ago 4 


distribution of pictures to public 
viewing rooms, lobbies, clients’ 
room and offices of the executives. 

A control room will be installed 
on a specially-constructed balcony 
and ABC producers will have a 
total of 16 cameras, all of the 
image orthicon type. 

The building, which was taken 
over by ABC on July 19, was for- 
merly used as the arena for the 
New York Riding Club. The net- 
work expects the reconstruction 
to take six months. WJZ-TV, 
however, will go on the air on 
channel seven on Aug. 10. Its 
transmission tower will be located 
atop the Hotel Pierre. With 
WJZ-TV, ABC currently has a 
network of 13 television stations. 


WCBS-TV BUYS NEW 
TRANSMITTER, ANTENNA 
New YorK— WCBS-TV, New 
York, has purchased a new five- 
kilowatt transmitter and special | 
antenna which will enable the | 
CBS television station to radiate 
maximum signals permissible un- | 
der Federal Communications Com- | 
mission regulations. 
To the person who owns a tele- | 
vision set this means that he will | 
receive better pictures, due to the | 
signal’s higher quality; interfer- | 
ence will be materially reduced, | 
due to higher signal intensity, and | 
the CBS-TV signal range will be | 
expanded. 


WABD GETS $125,000 
REMODELING JOB 
New YorK—WABD, New York, 
DuMont television station, is in | 
the throes of its summer house- | 
cleaning plus some current 
changes and improvements costing | 
well over $125,000. 

New equipment, new paint and | 
some modernization are in store for | 
WABD, including four new image | 
orthicon cameras, a new hydraulic | 
dolly, new dual iconoscope film | 
pickup chain and new studio ar- | 
chitecture. 


GF Names Dr. Dunn 


Dr. J. Avery Dunn, formerly | 
technical sales director of the 
Diamond Crystal-Colonial Salt di- 
vision of General Foods Corpora- 
tion, St. Clair, Mich., has been ap- 
pointed sales manager of the At- 
lantic Gelatin division of General 
Foods, with headquarters at Wo- 
turn, Mass. 


Elliott Joins Y&R 

Norman F. Elliott, formerly as- 
s stant professor of journalism of 
llorthwestern University and prior 
t> that with N. W. Ayer & Son, 
Chicago, has joined the copy de- 
j}artment of Young & Rubicam, 


Devoted to Building a 
Better Civilization 


Chicago. 
er ae oa ag 

MBS Signs Doubleday 
Doubleday & Co., New York, 


through Huber Hoge & Sons, will 
‘ponsor a weekly John B. Ken- 


News, Advertising, Readership 


PR Sees ON atia eres 


DEPTH 


PENETRATION 
cuts through to the buying impulse 


When you advertise your goods or services in THE CHRISTIAN SCIENCE 
MONITOR, your sales message penetrates right to the heart of the buying 
impulse of this important market. That is because readers of this interna- 
tional daily newspaper rely thoroughly upon both its news and advertising 
columns. They have proved its reliability, and they make it a practice to 
buy products advertised in this their favorite newspaper. 

In fact, manufacturers find many times that consumer resistance actually 
develops into consumer insistence, when their advertising appears in the 
MONITOR. Readers of the MONITOR ask for the brand they have seen adver- 


tised in this newspaper. 


In addition, the “spendable income”—money available for worthwhile 
products —is well above the average among MONITOR readers. Many national 
advertisers have found that a regular schedule of advertising in the MONITOR 
increases sales at modest cost. We shall be very glad to prepare such a 
custom-built program of advertising for you—THE CHRISTIAN SCIENCE 


MONITOR, One, Norway Street, Boston 15, Massachusetts. 


SPEAKING OF DEPTH OF PENETRATION, HERE IS WHAT ONE ADVERTISER 
SAYS: “We feel that we can state without qualification that the advertising that 
we do in The Christian Science Monitor is the most ‘resultful’ to a dollar of any 
newspaper advertising that we do.” 


The CHRI 


Listen every Tuesday night to 


Branch Offices 


Social 


LONDON, W.C. 2 
163/4 Strand 


“THE CHRISTIAN SCIENCE MONITOR VIEWS THE NEWS” 


with Erwin D. Canham, Editor, 


over the ABC network 


NEW YORK: 500 Fifth Avenue 
CHICAGO: 333 N. 
DETROIT: 3-101 General Motors Building 
KANSAS CITY: 1002 Walnut Street 

SAN FRANCISCO: 625 Market Street 

LOS ANGELES: 650 S. Grand Avenue 
SEATTLE: 824 Skinnér Building 

PARIS: 56 Faubourg Saint Honore 

: Connaught House, 


Michigan Avenue 


GENEVA: 28 Rue du Cendrier 
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30,000 SMALL FRY. The vast army of 
young listeners to WABD’s Small Fry program 
has a solid core of 30,000 faithful followers 
who have qualified as members of the club. 


PROGRAMS FOR EVERY TASTE. This breakdown of a month’s programs on 
WABD —key station of the Du Mont Network—shows a well balanced entertainment diet. 


ORIGINAL AMATEUR HOUR promises Chee Du Moxi’- ne 


to repeat on television its great radio success. 

Two successive Hooper Reports have given it For information on any phase of television— advertising, 

a whopping rating of 46.8—tops in television. starting a broadcasting station, opening a dealership—ask Du Mont. 

Du Mont has pioneered in every phase of television; knows all the 
angles; is interested in anything that promotes television. 


DU MONT TELEVISION NETWORK 
“The Nation’s Window On The World” 


515 Madison Avenue, New York 22, N. Y. 


“COURT OF CURRENT ISSUES,” 
television’s most adult public service program. 
Vital topics of public interest are put “on trial” 


DU MONT NETWORK STATIONS 


: : ee WABD—Channel 5 wttG—Channel 5 wotv—Channel 3 WNHC—Channel 6 
before a picked jury of competent authorities. New York, N. Y. Washington, D.C. Pittsburgh, Pa. New Haven, Conn. 
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WINNIPEG WINS—Hall Linton (left), retiring president of the Canadian Ad- 

vertising & Sales Federation, presents a prize for the most progress made during 

the year to Harold A. Plant, representing the Winnipeg Advertising & Sales 

Club, at. the CASF annual conference in Toronto. The clock in the picture, treas- 

ured possession of the Toronto club, was substituted for ceremonial purposes in 

place of the time clock prize, which had not arrived, giving the photographer the 
benefit of an extra-appreciative smile. 


ALL FOR ELSIE—Gathered in New York for the first annual meeting of Elsie 
Enterprises were 19 licensees, people who produce novelties in the likeness of 
Elsie, Borden's famous cow. Here are Stuart Peabody, Borden ad director; 
Monte Sohn, general manager, Elsie Enterprises; Mrs. Wilkoff, and Howard Wilkoff, 
Plastic Sheet Fabrication Co., a new licensee which makes Elsie bottle warmers. 


SIMPLIFIED—The Hunt Club division 
of Maritime Milling Co., Buffalo, has 
increased the size of the brand name 
on its Hunt Club dog meal package 
without changing the red-and-black 
color scheme. Side and back panels 
continue to carry an analysis of the 
contents and recommendations for 
feeding. 


te 


WO '"BESTS'—Summer promotion for 
Hi & Hill blended whisky, product of 


DE LUXE—Diamond Match Co. has re- 
leased the first two designs of a new 
line of “luxury” book matches called 
the De Luxe, for sale through gift shops, 
drug and grocery stores, chain and de- 
partment stores and tobacco shops. The 
books, of course, carry no advertising. 


REDESIGNED — Fisher Flouring Mills, 

Seattle, has redesigned its cake flour 

package to emphasize appetite appeal. 

Pacific National Advertising Agency 

designed the new package (AA, 
July 19). 


Ne ional Distillers Products Corp., New 
o«, includes this lithographed case 
éri, a window display, counter card 
‘n combination bottle top and stacker, 
| featuring the world’s record blue 
marlin in the “best” theme. 


DON'T WRITE—Gathered here are the directors of the Distribution Council of 
National Advertisers; this is the group which promoted the plan offering tieups 
between national advertisers and Western Union to secure the names of local 
distributors. Left to right. standing: |. W. Digqes, legal counsel; Paul B. West, 
president, Association of National Advertisers; Charles J. Durban, assistant adver- 
tising director, U. S. Rubber Co.; B. K. MacLaury, public relations and adver- 


new comes « dream eof «a car... daring. tun-leving dream, 
realized in steel and chrome ... ready to thrill those “special” hinds of 


people ef every age whe tire of the ordinary and always seek the ascommon: 


The fleet, low-slung lines of the Jeepster tell you in 
advance: “Were is a companion for careiree moments”, 
Come, sit under the wheel, and devy if you can 
the desire to roam mew roads with the Joepster. 
Take off from the crowded highway, the mob ix 
not for you. Seek the pnepoiled «puts and strange scenes. 
Ge with the wind, commanding the power of 
the mighty ‘Jeep’ engine. And soon, you'll sttle 
beck im the scat with » amile... For this i fun, 


If vou're headed for the shore, the mowstaina, 
or « brick turn on the boulevard, 
your spirits will rum high with the Jeepster, _ 
Vacation journey of workaday errand alike are - 
less tiring, beewuse there's a lift tw your spirits. 
Leave the more formal cars to more formal people. 
You'll drive the Jeepster for the sheer joy of . 
driving, of going somewhere, with leughter 
in your heart and # song on your lips. 


Meet the Jeepster now, at Willys-Overland dealers. 


WHALYS-OVERLAND MOTORS, TOLEDO, OHIO, U.S.A. - MAKERS OF AMERICA’S MOST USEFUL VEHICLES 


CONVERTED—This four-color page is being used by Willys-Overland Motors, 

Toledo, in 1! magazines to introduce its new Jeepster, a longer, more com- 

fortable version of its Jeep station wagon. Ewell & Thurber, Toledo, is the agency. 
(Story on Page |.) 


TURN-ABOUT—H. S. Vance (right), chairman and president of the Studebaker 
Corp., receives a 38-year service pin from P. O. Peterson, vice-president in 
charge of production. At the same awards luncheon, Mr. Vance returned the 
favor by presenting to Mr. Peterson a pin marking the latter's 29-year record. 


‘ : 
i 

i 

aA 


tising director, Bigelow-Sanford Carpet Co.; John A. Spooner, vice-president, 
Textron, Inc.; John E. Wiley, chairman, Fuller & Smith & Ross. Seated: Howard R. 
Smith, General Electric Co.; Paul W. Stewart, Stewart, Dougall & Associates; Fred 
D. Wahlstrom, president of the council; Marshall Adams, advertising and sales 
promotion manager, Mullins Mfg. Corp.; Frank S. Ennis, advertising and publicity 
manager, America Fore Insurance Group. 
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Thermometer, Fan 
Comprise Unusual 
Promotion Piece 


Cuicaco —A point-of-sale dis- 


play, consisting of a Handybreeze | 
fan and a thermometer which 
drops 30 degrees each time the 
fan blows toward it, will provide 
the dealer tie-in for Chicago Elec- 
tric Mfg. Company’s summer 
newspaper campaign. 

The newspaper schedule in 15) 
major markets will consist of) 
1,200 and 600-line ads with local | 
dealer listings, and will break in 
each market after a temperature 
of 90° has been reached for two| 


days in succession. The smaller 
follow-up copy is scheduled to 
run 10 days after the first inser- 
‘tion. LeVally, Inc. is the agency. 


| James Yuill, art director, has 
been named vice-president of 
W. L. Stensgaard & Associates, 
Chicago. He will be responsible 
for service to clients in the east- 
ern division and the manager of 
| Stenagaard’s New *os New York office. 


‘Kuhbach to to Lindsay 


George J. Kuhbach, formerly | 
| with Comstock, Duffes & Co. and | 
\J. Jay Fuller & Staff, Buffalo, has | 
|joined Lindsay Advertising Agen- 
cy, New Haven, Conn., as an ac- | 
{count executive, 


top consumer accounts. 


plate-making including 


confidence. 


PRODUCTION MANAGER 
WANTED 


For medium size growing Chicago Agency with 
edge of mechanics of typography, all phases of 


Able to establish department procedures and 
systems and traffic control. 


Address Box 7118, ADVERTISING AGE 
100 E. Ohio Street, 


Thorough working knowl- 


‘Stensgaard id Elects Yuill = 


color, purchase of art. 


Write in complete 


| 
| 


Chicago 11, Illinois | 


furniture. 


Richard Stern. 


CLARK LINEN & 


WANTED 


Hotel, Hospital and Institutional Products | 


| Mechanical Artist. One who is cap- 


Want experienced catalog and direct mail man 
who can produce top-grade advertising in hos- 
pital supplies, equipment, linens, draperies and 
Excellent salary. 


303 W. MONROE ST., CHICAGO - 


| 


Phone or write 


EQUIPMENT CO. 


PHONE: STATE 0520 


AVAILABLE 


Former Associate Editor and Art Director 
of LADIES HOME JOURNAL; Publicity 
Director CURTIS PUBLICATIONS: Assist- 
ant to Vice-President of PEPSODENT 
COMPANY in charge of Amos 'n Andy 
and the Goldbergs, etc.: as Executive 
Editor STREET AND SMITH MAGAZINES 
developed the SHADOW and NICK 
CARTER into network shows. Have quan- 
tity of original radio and_ television 
shows on tap. Author several books and 
short stories. Effective voice personality, 
personal salesman and modern publicity 
promoter. 


WILLIAM J. deGROUCHY 
Room 2010 Finance Building 
PHILADELPHIA, PENNA. 


TO A PUBLISHER 
WHO WANTS 
MORE BUSINESS 


Mature, experienced magazine salesman now 
up his own representative organization 
to sell space for a selective group of national 
or sectional magazines, farm journals and bus- 
iness papers. tory — the tially big 
volume New York City, New York State and 
—~ | England area, one he knows intimately 
and has been covering for leading publications 
these past 3% years. Offers good sense, in- 
tensive cultivation of all your prespects, prompt 
reports, impeccable references. Please write 
for further details, outlining your needs. 
Box 7107, Agventione AGE 
330 W. 42nd St. New 18, New York 


Small Agency has opening for a man 
with accounts. ance to write his 
own ticket and to make for himself 
whatever place he wishes. Write fully 
in confidence. 


Box 7066, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


| PRICE FOR QUICK SALE 


aeeee 


BARGAIN 


3400E ADDRESSOGRAPH 
MACHINE AT SACRIFICE 


* 


Used very little. Excellent con- 
dition. High serial number. Will 
sell for $1500 because of 
change in our mailing set-up. 


Phone Miss Dee at Delaware 
1336, Chicago or write Box 
7119, Advertising Age, 100 E. 
Ohio St., Chicago. 


SPACE SALESMAN 


Midwestern trade paper pub- 
|| lisher has unusual opening in 
New York office for a space 
salesman who has a background 
of engineering or experience 
on an engineering publication. 
Give full experience and salary 
requirements first letter. All 
replies confidential. 


Box 7121, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


| extra advantage of expert, 


30 W. 


Advertising Manager | 


| knowledge of 
| Experience in 


| Ask for resume. Age 30, 


add two lines. 
classified 
ounts on multiple insertion 


HELP WANTED 


POSITIONS WANTED 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered. 
1856 N. Wabash, Fra. 0115, Chicago 
SPACE SALESMAN: Wanted for 
Midwest territory by growing class- 
field publishing house. Opportunity 
to develop as advertising manager 
Preferably now located in Chicago, 
Detrott, Cleveland, Pittsburgh or St. 

Louis. 
Box 9675, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Til. 


ADVERTISING LIS) 


& PUBL ISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 

GEORGE WILLIAMS CO.—Personnel 

209 S. State St., Har. 2063, Chicago 


ARTIST: Creative layout; you may 
have thought that Milwaukee could 
not offer the really big opportuni- 
ties in advertising art along with 
its open country and fresh air; how- 
ever, ours is recognized as one of 
the foremost creative and finished 
art studios in Wisconsin including 
the Chicago area, and our 15 conge- 
nial, top talented artists enjoy the 
personal satisfaction of working 
on challenging national full color 
magazine ads, interesting point of 
sale displays, direct mail, package 
design, lettering and illustration, 
for well known national advertis- 
ers and agencies in Wisconsin and 
Chicago; we’re looking for a young, 
experienced layout man who is now 
doing top quality creative work, but 
feels he’d like to really go places 
by using his talent to earn a key 
»0sition on our staff as a visual- 
zer and layout man; he will be free 
to create and develop his own ideas, 
and expand his own ability with the 
experi- 
enced art direction; salary wide 
open for the right man; if you think 
you are this man write and tell us 
about ycurself; your reply will be 
kept in strict confiden 
Box 9681, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 
| Account Exec.—Food Exp... ..87,500 
| Advt’g Production Ass’tant.... 3,600 
Advertising Assistant ........ 3,300 


Copywriters—Top Salary 
Layout Artists—$5,000 
SHAY AGENCIES 
Washington, Chicago 2, Ill. 


N. ¥. ART SERVICE SALESMAN 
Unusual opening for experienced 
young man with agency contacts 
who can deliver accounts, Our Studio 
will back him up with quality art 
work and service. All replies con- 
fidential. Phone LE 2-3538 or: 
Box 9686, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


able of laying out, drawing and 
writing copy for Build-Your-Own 
projects. Projects involve use of 
small gas engines or motors. A 
electricity helpful. 
supplying this type 
mechanical magazines 
you. LeJay Mfg. Co., 
Minn. 


of work for 
should qualify 
Minneapolis 8, 


POSITIONS WANTED 
Who Says You Can’t Find 
A Good Adman Today? 
newspaper 


exec. with whale of a progress 
record. Prefer retail copy within 
500 miles of Chicago. $6500-$7500. 
Box 9669, ADVERTISING AGE 
100 FE. Ohio’ St., Chicago 11, Il. 
NEED A TOP-NOTCH AD MAN? 
| Young, aggressive, hardworking. 


Over 14 years’ solid, well-rounded 
experience as newspaper advertising 
man and advertising manager. Out- 


| standing layout and copy with sound 


selling ideas behind them, Sales-pro- 
motion and production know-how. 
Presently adv. mgr. regional chain 
operation. Proven ability as sales 
and contact man. Desire connection 


| with live mgr. or agency where oppor- 
|} tunity is 


limited only to my ability. 
Box 9674, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Free Lance Copy for hire --- 


accounts agency experience. 
Box 9677, ADVERTISING 
100 E. Ohio St., 


AGE 
Chicago 11, Ill. 


Ace’t Exec. or Assistant 
Married. Have car. 20 years in ad- 
vertising. Also experienced survey 
and merchandising. Chicago pre- 
ferred—will consider, any location. 

Box 9676, ADVERTISING AGE 
100 EB. Ohio St., Chicago 11, Ill. 


Graphie Arts Executive ~ Available 
Thirty years’ experience. Have been 
both working employee, foreman, 
superintendent and owner of plants. 
Experienced in Art preparation, 
office procedure, estimating, selling, 
advertising, copy writing, all phases 


ef. Photo Engraving and Offset 
Printing. 

Interested in representing large 
manufacturer as sales executive, 


buyer of advertising and printing 
for large manufacturer, or as super- 
intendent of large phcto-engraving 
company 
Box 9678, ADVERTISING AGE 
__ 100 E. ¢ E. Ohio St., Chicago 11, Ill. 


COPYWRITER— ienced in ca 


Experienced in con- 
sumer and industrial copy for news- 
papers, trade journals, folders, 
direct mail, college graduate. 
Marketing major. Age 25. Available 
for Chicago agency 

Box 9680, ADV ERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


AGENCY COPY WRITER 
Unusual creative ability; fully ex- 
perienced; seeks a connection, 
any city; start $6000 

Box 9683, ADV ERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Seasoned sales romotion, 
sales training mgr. would like to 
exercise talents in small or medium- 
size city. Present salary $12,000. 
Box 9684, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. _ 


ADVERTISING & PROMOTION 
Can assume full responsibility of 
adv. dept., prep ads, promotions. 
Or work with adv. & sales Prom. 
Mer. Ability to write well, create 
ideas and translate them into ac- 
tion. Personally co-operative. Able 
to speak before groups. Age 35; 
Family; $6000; A. B. degree. 

Box 9685, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Writer: Veteran; young, ambitious; 
have taught English Composition; 
Effective Writing and Speaking, and 
allied subjects; will go anywhere; 
let me put’ my imagination and 
creative ability to work for you. 
Box 9687, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. 


~ REPRESEN (TATIVES WANTED — 


Represe ntatives with a following 
and experience selling “Point of 
Sale” displays to National Advertis- 
ers, to sell our internationally known 
3-dimensional displays. Change of 
sales policy opens new territories. 
State experience and other lines 
being handled. 
J. Allen, Box 9649 

Los Feliz Station, Hollywood 27, Cal. 


PUBLISHER’S (ADV’G.) 
REPRESENTATIVES WANTED 
by old est. merchandising trade 
paper group, servicing wholesalers 
and retailers, to cover areas of 
West Coast, New England, Cleveland, 
South. Leads furnished; liberal 

comm, State exp. 
Box $688, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


REPRESENTATIVES AVAILABLE 
ESTABLISHED SALES COMPANY 
covering national advertisers’ in 
N. Y., N. J., and New England States 
wants to represent manufacturer of 
quantity point of sale signs and 

displays. Send full particulars. 
Box 9590, ADVERTISING AGE 
330 W. 42nd St., New York 18, | £ 


advy., 


MISC EL LANEOU 3 


MAILING LISTS BOUGHT, SOLD 
Rented, exchanged, compiled. 
Submit offers and needs 
Walter Drey, List Broker, Dept. AA | 
49 W. 45th St., N. Y. 19, 
Wanted—mailing list of girls, age 
15 to 25, metropolitan area New 
York, also New Jersev and Connecti- 

cut. Any number. 
outright. Details. 

Box 9682, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


offers. 


SALES PROMOTION MANAGER 


For full-line of radio and television receivers. He should 
know retail advertising and be capable of merchandis- 
ing a well-known line. A current knowledge of market- 
ing television receivers will be helpful. Full co-operation 
given within organization and advertising agency. Salary 
is interesting for one who can submit qualifying experi- 
ence necessary to do an aggressive job in the promotion 
of this line. Please submit resumé of past experience 
that will qualify you for the future this opportunity 


Write Box 7120, ADVERTISING AGE 
100 E. Ohio Street, 


Chicago !1, Illinois 


Will rent or buy | 
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Dictaphone Starts 
Record Campaign 
on Time-Master . 


New YorK—Dictaphone Corp )- 
ration will support the introdu-- 
tion of a streamlined electror ic 
dictating machine called tr... 
Time-Master with “the largest a |- 
vertising and promotion budget 
ever appropriated for a dictating 
machine.” 

In addition to national adver- 
tising, through Young & Rubicam, 
special promotion has been pre- 
pared for branch offices and se)l- 
ing agents. 

For the rest of 1948 Dictaphone 
will step up space units in its 
present list of magazines to page 
size, and advertising expenditures 
from an annual level of about 
$150,000 to about $250,000. The 
list includes American Business, 
Business Week, Dun’s Review, 
Fortune, Municipal Finance, Na- 
tional Geographic, Newsweek, The 
New Yorker, Office, Time and 
U. S. News & World Report. The 
campaign will begin about Aug. 
1 in the weeklies and about Sept. 
1 in the monthlies. 


May Add to List 


Plans for 1949 are not set. The 
campaign will continue at the 
new higher rate with possibly 
some consumer magazines being 
added. 

Introduced at a press preview 
at the Stork Club last week, the 
Time-Master is small enough for 
a desk drawer and light enough 
to be carried on trips. Merrill B. 
Sands, Dictaphone’s president, de- 
scribed its “simplicity of opera- 
tion, constant clarity of recording 
and reproduction, portability and 
appearance” as putting it “years 
ahead of anything now on the 
market.” 

Recording is done on a small, 
endless plastic belt made of ethy! 
cellulose, and known as the Memo- 
belt. About the size of a post- 
card, it can be easily mailed and 
filed. ‘Each Memobelt,”’ Mr. Sands 
said, “is really a 15-minute voice- 
letter.” Now available for the 
first time for private business, 
it has been used for eight years 
by the Civil Aeronautics Admin- 
istration for recording air traffic 
|} control communications. 
| The Time-Master weighs less 
‘than 20 pounds and measures 
4144x91%4x12% inches. The new 


<= | type microphones are offered with 


|it. An electronic transcribing ma- 
|chine is being offered to secre- 
| taries. 


BR_ 9-8631 | 


| Helcomb te to Washburn 


Charles J. Holcomb, for the 
past two years sales promotion 
manager of John Puhl Products 
|Company, Chicago, has been ap- 
pointed general sales manager of 
Washburn’s products for Wash- 
burn-Wilson Seed Company, M«s- 
cow, Ida., processor and merchan- 
diser of dried vegetables. Befcre 
joining Puhl, Mr. Holcomb was 
with Kroger Company as mer- 
chandising manager in Chica {0 
and as grocery buyer in the Ci)- 
cinnati headquarters. 


'Pyrene Promotes Bouch:1 


| George H. Boucher, vice-pre: '- 
dent in charge of sales, has be n 
|promoted to the post of vic’- 
| president and general manager »f 
|Pyrene Mfg. Company, Newa! <, 
|N. J. Mr. Boucher joined Pyre & 
in 1929 as advertising and sal 's 
promotion manager. 


Increases Ad Rates 

| The Grade Teacher, New Yor :. 
|has announced increased adverti - 
ing rates, bringing the basic pai & 
‘rate to $600 on contracts plac«: 
-after July 31. The circulatic. 
guarantee has been _increas¢ 1 


from 100,000 to 110,000. 
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Strykers soap gives away prizes to home listeners only. 


Strykers Soap | 


Giveaway Stumps 


Home Listeners 


San FRANcisco— “Why, those 
dumb monkeys! Just let me get 
on one of those quiz shows. I’d 
show ’em how to answer ques- 
tions.” 

Famous last words, these, of the 
almost forgotten listener-at-home | 
to the seemingly endless stream 
of studio audience participation 
radio programs. But now an ad- 
vertiser here has done the rather 
obvious and inaugurated a quiz 
show in which only the guy sit- 
ting by his receiver can partici- 
pate. 

Newell Gutradt Company, man- 
ufacturer of Strykers soap prod- 
ucts, is the daring sponsor of the 
new type of quiz show, “Easy 
Chair Money.” This half-hour 
program is broadcast weekly over 
KGO, San Francisco, KFBK, Sac- 
ramento, and KMJ, Fresno. 

Announcers John Galbraith and 
Lee Giroux conduct the quizzer 
and share the studio with a re- 


cording turntable. Transcribed 
music fills the gaps between 
groups of questions. 

Get $1 Prizes 


“Easy Chair Money” works this 
way: A _ series of true-or-false 
statements is read by the emcees. 
Listeners are instructed to write 
down a certain number if they 
think a statement is true, another 
number if false. Total of all 
numbers listed is to be written on 
a top from any box of Strykers| 
soap and sent to the station. 

Every entrant who shows the 
correct total on his or her box 
top receives a cash prize of $1. 

“Easy Chair Money” has been 
on the air seven times to date. 
It already has broken all exist- 
ing records for mail response to 
a locally-originated show, AA was 
told by a representative of Gar- 
field & Guild, the agency for 
Strykers. 

Following the last broadcast, 
more than 650 entries were re- 
ceived. No Hooper rating is yet 
available for the show. 


5 to 53% Win 


According to the agency, the 
high response to this new pro- 
gram bears out their theory that 
more people will enter an easy 
contest that offers low prizes than 


will enter a difficult contest offer- 


ing comparatively high rewards, 
all other things being equal. The 
questions asked on “Easy Chair 
Money” are kept on a simple | 
plane to assure a high percentage 
of winners. 

Thus far, the toughest set of 
questions proved too hard for 
95% of those sending in answers 
and box tops. On the other hand, 
the highest percentage of correct 
entries to date has been 53%. 
This came following a broadcast 
for which the sponsor had re- 


quested a set of questions “so 
easy that everybody can win.” 
Commercials woven into the 


“Easy Chair Money” show bear 
the lighter touch, as does all of 
Strykers’ newspaper and car card 
advertising. A sample: “There’s 
no Phool-ium in Strykers soap. 
Strykers positively does not con- 
tain ear-ium, phool-ium, baloney- 
um, hooey-um, or hot-air-ium. 
No mysterious ingredients you 
can’t understand. It’s just soap. 
Good soap. Makes more suds with | 
less soap. Really! Oodles and) 
oodles of it. Nothing mysterious 
about glycerin. Hand-softening | 
glycerin in Strykers helps you 
have pussycat-smooth hands.” 
No two “Easy Chair Money” | 
programs have contained the same | 
number of questions. The lists | 
have varied in length from 10 to 
26 questions. The biggest re-| 
sponse, oddly enough, has been | 
received for the quizzers with the | 
longest lists of questions. 


Italian and English 
Billings Rise on WOV 


Time sales at WOV, New York, 
for the first six months of 1948 
have increased 31% over the same 
period last year, Ralph N. Weil, | 
general manager of the station, has 
reported. Both English and Italian 
billings have risen—44% and 26%, 
respectively. 

Mr. Weil attributes a part of 
this new business to WOV’s 
“audited audiences” technique, | 
which provides advertisers with 
specific market information about 
individual audiences. Both Italian 
language and English programs 
have been covered in these studies. 


Now Webster Outdoor 
Franklin-Webster Outdoor Ad- | 
vertising Company, Miami, 


Fla., | 
has changed its name to Webster | 
Outdoor Advertising Company. | 
W. C. Webster is president of the 
organization. 

| 


Milligan Promoted | 

John L. Milligan, on the sales | 
staff of Liberty, New York, has} 
been appointed eastern manager | 
of the magazine with headquar-. 


O. A. FELDON 


ters in New York. | 


| 


| 


& ASSOCIATES 


Publishers Representatives 


185 North Wabash Avenue 


Chicago ], Ill. 


Dearborn 5272 


oT 


ORADS 


and the 


BUMPER CROP 


How can this 
Bumper Crop be sold? 


STORADS, the new medium for grocery 
store products, will be a major factor in 


moving this tremendous tonnage, will 


bring you a bumper crop of customers. 


STORADS 


@® CREATE DESIRE 
@ QUICKEN BUYING IMPULSES 
@ MAKE MORE SALES 


When and where buyers are buying, in 
SELF SERVICE GROCERY STORES 


STORADS 


GAIN STORE GOODWILL and COOPERATION 


Write for details 


GENERAL STORES ADVERTISING 


Chicago 1 
185 N. Wabash 
Dearborn 5272 


CORP. 
Los Angeles 13 
816 W. Fifth St. 
Tucker 9154 


New York 17 
15 E. 47th St. 
Plaza 9-4040 
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56 e 
Leland Names Ankeney 


G. H. Leland, Inc., Dayton, has 

appointed Ankeney Advertising 

* Agency, Dayton, to handle its ac- 

count. Business papers and direct/| Silversmiths and Hudson Crafts 

a mail will be used for the com-/| Corporation, with advertising and 

: ; pany’s rotary solenoids and circuit |sales offices at 366 Fifth Ave., 
' selector switches. |New York. 


Named Ad Manager 


Joan Lawrence has been ap- 
pointed advertising manager of 
Friedman Silver Company, Revere 


No need to guess how your product 
stands competitively in Worcester Gro- 
cery stores. Get the story complete in 
the 10th Annual Survey of Retail Dis- 
tribution of Grocery Store Products. 
Free copies are available to you. Write 
New England Newspapers Advertising 
Bureau, 516 Statler Building, Boston; 
any office of Moloney, Regan & Schmitt; 
or the Telegram-Gazette. 


The TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS 
te -  GeorGe F BooTH Publishes- Zo | 


WOLOWEY, REGAN & SCHMITT. INC.. NATIONAL REPRESENTAT 
ae OWNERS of RADIO STATION WTAG 


PAPER BOX MAKERS. 


*/, CovERAGE 


SILK SCREEN 
ENGRAVERS 


FINISHERS 


ae STATIONERS 
c e = * 


eet eae 


ELECTROTYPERS 


| PRIVATE PLANTS . 


PAPER CONVERTERS 


“The GRAPHIC ARTS MONTHLY 
606 S$. DEARBORN ST. id} CHICAGO 5, iLLINOIS 
The World's Mest Widely Rood Graphic Arts Magozine ‘ 


z 


| promotion cost will be about $1,- 
000,000. 


lily car. 


|dream” which is “ready to thrill 
'those ‘special’ kinds of people of 


|nary and always seek the un- 
| common.” 


, “respect for a pound of steel and 


Willys-Overland 
Opens Campaign 
for New Jeepster 


(Continued from Page 1) 
showing at the Waldorf-Astoria 
in New York Thursday and is on 
exhibit in Chicago at the Railroad 
Fair where Willys is the only auto- 
motive exhibitor in the truck and 
jeep field. (The company, which 
is showing 16 other types of jeeps 
and trucks, supplies maintenance, 
repair and _ construction work 
equipment to railroads.) 

In addition, AA was told that 
similar shows were being held in 
94 other cities by distributors, 
who are simultaneously coaching 
dealers on how to hold their 
shows. In all, Willys expects that 
about 1,000,000 will see the cars 
during the week—and the total 


Biggest Splurge in 20 Years | 


It was the biggest splurge for 
Willys, an official told AA, in 20| 
years. | 

The Jeepster varies from con- 
ventional convertibles in that, in- | 
stead of windows, it will use side | 
curtains, zippered to permit hand | 
signals, and the top is not mechan- | 
ical. “No failure of mechanical | 
gadgets here,” Willys says proudly. | 

This week magazines will be- 


gin to carry the Jeepster ads,|to increase riding comfort,” he| zines, is the only one in color in 


budgeted at $250,000, and running | 
in The American Weekly, Col-| 
lier’s, Holiday, Look, The New 
Yorker, The Saturday Evening 
Post, Sunset and Time. August | 
will see second flight ads in The) 
American Weekly, The New 
Yorker and Time, and September 
will see second ads in Holiday and 
Sunset. 

The Jeepster will get other new 
promotion, a tie-up with a per- 
fumer, a tie-in with department 
stores, etc. Primarily, Willys offi- 
cials think that the Jeepster’s 
market is as a second car, as a 
low-cost convertible for people) 
who like the outdoors, and in the) 
college market. Accordingly, the} 
Jeepster gets much different treat- | 
ment from the Jeep, the allround 
workhorse, and the station wagon 
—which was promoted as a fam- 
Jeepster ads talk about 
“low-slung lines,” characterize the 
car as “a daring, fun-loving 


every age who tire of the ordi- 


Foreign Showings 

As the 94 distributors started 
their shows, each city carried 
1,000 and 1,500-line newspaper 
ads, announcing the premiere of 
the Jeepster. And in the near 
future, the company will hold for- 
eign showings in Caracas, Rio de 
Janeiro, Mexico City, Brussels, 
Honolulu and other cities, “mostly 
sun spots,” a sales executive com- 
mented. 

The display in the Waldorf- 
Astoria wound from suite to suite, 
showing several models of the 
Jeep, including one fitted as a 
fire truck, four different models 
of the station wagon, and the 
Jeepster. In one solid session, 
Willys held press, public, stock- 
holders and dealer meetings. 

Also in evidence was the new 
blood in Willys. Many of the men 
answering questions had been 
with the company a fairly short 
time, and a surprising number 
were General Motors alumni. 

Willys salesmen are taking their 
bites on the vulnerable spots of 
their competitors. A huge display 
in the foyer told the public that 
Willys is an automobile built with 


a gallon of gas.” Displays pointed 
out the economy of the automo- 
bile, and others showed the com- 
parative ease of handling the 
Willys in traffic and in parking. 
Salesmen reported, with only 
slight reference to other dealers, 
that Willys dealers weren’t de- 
manding trade-ins, that the cars 
came without some common ac- 
cessories—which may be  pur- 
chased. 

Only on deliveries were the 
salesmen evasive, and here they 
had reason. Willys Jeep station 
wagon bodies, formerly made by 
Hays, will henceforth be made by 
Briggs, and the transfer of sup- 
pliers will suspend deliveries for 
more than a month. 


the 
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Hartigan Heads 
Outdoor Group 


New Yorx—J. J. Hartigan of 
Campbell-Ewald Company, 
Detroit, has been appointed chai»- 
man of the new committee on out- 
door and transportation adverti;:- 
ing by the American Association 
of Advertising Agencies. Vice- 
chairman is M. L. Kiebler of Ben- 
ton & Bowles, New York. 
Serving as members are: John 
E. Clark, Young & Rubicam: 
Frank Coykendall, Botsford, 
Constantine & Gardner; 
Horn, D’Arcy Advertising Com- 
pany; Mathew Hufnagel, J. Wa!- s 
iter Thompson Company; Joseph 


Ad vet 


jene 
Pocka 


Fin 
Packa 


cS A. 


The new car will be sold|M. Jones, McCann-Erickson; John 
through Willys-Overland’s 100 do-| J. Lechner, Foote, Cone & Belc- . 
mestic distributors who serve|ing; W. F. MacDonald, Kudner Det 
2,400 dealers throughout the coun-| Agency; John T. McHugh, Joseph 
try. In California the Willys-|Katz Company; B. L. Moyer, § SALE 
Overland assembly plant will as-|Ruthrauff & Ryan; L. H. Ness, § %@P 


sume the functions of distributor 
Oct. 1, taking over for the Trans- 
port Motor Company which will 
continue as distributor until then. 


Longer, More Comfortable 


Arthur J. Wieland, executive 
vice-president of Willys, said that 
the Jeepster reflects “thousands 
of letters’ received by the com- 
pany in the past two years from 
former G.I.s, suggesting how the 
Jeep could be adapted to civilian 


use. |Meds, the Modess tampon (AA, 


“We have lengthened the 
wheelbase 30%, lowered the cen- 
ter of gravity and have altered 
springing and weight distribution 


said. 
In 1941, he said, the industry | claims. 


‘produced 33,900 station wagons.| white gingham identification and 
‘In 1947, it made 79,516, of which | the headline, 


with the Jeep station wagon we 


Cramer-Krasselt; 
gast, Bob Pendergast Advertising; 
R. L. Strobridge, Newell-Emmett; 
T. H. Young, Calkins & Holden. 
Secretary of the committee is 
|Kenneth Godfrey of the Four A’s. 


Meds Adds ‘This Week’ 
to Magazine Schedule 


Personal Products Corporation, 
Milltown, N. J., will extend its 


Week Magazine. 


R. E. Pender- 


current magazine campaign on formal 

Niffere 
May 17), to include a series of Bhows 
color ads beginning Aug. 8 and ret cl 
continuing through Sept. 5 in This & wre 


The campaign, using 22 maga- —'° ¥ 
‘hardn 
'the tampon field, the company #irect 


Hetergs 
This 
he se 


Ads feature blue and 


“Go Meds . . . Go 


: |Merrier.” Batten, Barton, Dur- Bow a 
Witre-Chestans pp AR p~ istine & Osborn, New York, is the bes: 
‘ agency. : 


expect to do with the Jeepster,” 
he declared. “Our schedule calls 
for 15,000 units by the end of 
1948.” 

The new car contains the war 
proved jeep engine which devel- 
ops 63 horsepower at 4,000 rpm. 
Overdrive is standard equipment. 
The Jeepster is built on the same 
frame as Willys’ Jeep station 
wagon, with the addition of one 
supporting member. 


Issues New Rate Card 


Pacific Builder and Engineer, 
Seattle, has issued a new rate card 
setting a basic page rate of $192. 


SUPerior 8154 


8 W. Ontario, Chicago 10, Ilinols 
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PACKAGE SOAP SALES BY TYPE 
Share of Market 


ST. LOUIS AREA 
bigan of 
ompar y, 
—- Seneral Duty —s —_> Fine Fabric General Duty 120% 100% 
eet <. Pockage Soap Package Soap fi Package Soop 
sociation =r ena] [rae 
Vice- 
of Ben- 
e: John 
ubicam: 
3otsfor 1 Fine Fabric Light Duty 
Cc Mi: Puckage Soap Synthetic 
- "aes Detergents 
zg Com- Heavy Duty 
J. Wal- Synthetic N 
Joseph Detergents f 
n; John 36.0 s9| |re.7 pete Riv.1y 
’ Light Dut i 
& Beld- Secthetie _ a os) be] Detergents N 
Kudner } ogergens jsut ibaa a eco eer tose 
| Moyer, | SALES SAMPLE—This sample chart from the Bureau of Advertising's study of 
1. Ness. § soap and detergent sales in 13 markets, shows that in St. Louis, a medium hard 
Pender. water area, detergents are still gaining. 
ertising; a as aie lect : f . 
Emmett; BR ea |toilet soaps, scouring powders, 
iden. pur u Issues Ist ‘hot and cold cereals and prepared 
\ittee is } flour mixes. 
our A’s. ypoap Field Study, The study is based on monthly 
F s ° grocery inventories conducted by 
mv. pegins New Series ‘newspapers in the 13 markets 
New YorK—The Bureau of Ad-| covered, and in addition to chart- 
ile ertising, ANPA, last week pro-|ing trends of various individual 
oration, Muced the first of its market/| brands, it includes detailed figures 
tend its Fstudies showing the sales per-|on advertising cost per thousand 
iign on Mformance of various products in| units sold in most of the markets. 
nm (AA, Bifferent markets. The first study | For detergents, these ranged from 
eries of Bhows the share of the soap mar-|a low of $5.73 per thousand to a 
, 8 and Bet claimed by synthetic deter-| high of $61.78. 
Th 
in 48 Rents in 13 markets, and reveals a 
> maga- Be unsurprising fact that the ° 
Bey ‘hardness” of the water has a Harold McGraw Retires 
ompany #irect relationship on the sale of Harold McGraw, president of 
ue and #ietergents. McGraw-Hill Building Corpora- 
ion and § This study is the beginning of| tion, has resigned because of ill 
- GO Bhe series, keyed to the bureau’s a but Be se as vice- 
1, Dur- : : ‘._|Chairman of the building corpora- 
c, is the wast a = ae ae ae tion board in an advisory capacity 
ne: PORK. fotentia e +*0Ur)| without operating responsibility. 
uide,” which was unveiled to|Curtis W. McGraw succeeds him 
he Newspaper Advertising Exec-/as president, and Peter A. Walsh, 
tives Association in Quebec (AA, | vice-president of the building cor- 
une 28). poration, has been named general 
The study, buttressed by more | Manager. 
han 60 charts, shows sales per- eats 5 cians 
mance of fine fabric packaged Joins Consumer Facts 
wreting general — packaged Kay Steward, formerly in the 
oaps, light and heavy duty syn-| portland, Ore., office of Botsford, 
ai detergents. Other product| Constantine & Gardner, has joined 
tudies 


coming up are coffee,|Consumer Facts, San Francisco. 


It 


... after all, what’s a micron? 


Not much, we'll admit. It takes 25 microns to make 
1/1000 of an inch. So are we being too careful when we 
measure the etched depth of every Laurence photoengraving | 


with our recently installed Microscopic Depthometer? — 

We don't think so—nor do our clients. They like the way we | 
now indicate on every proof the exact depth — 

in microns —of highlights, middletones and shadows. | 


shows how hard we work to reach perfection. 


LAURENCE, INC. 


for quality photoengravings 


547 SOUTH CLARK STREET + CHICAGO +» WABASH 6284 


Here's the 


“CERTIFIED DEPTH” 


The etched depth of this plate has been 
measured by Laurence inc. with 
the Microscopic Depthometer 


(25 microns 1/1000 in.) 


‘CERTIFIED DEPTH 


stamp. You'll find 


it only on proofs 
from Laurence, 


WCAU-TV Programs Are 
30% Sponsored 


WCAU-TV, Philadelphia, re- 
ports that it programmed 127 
hours and 12 minutes of telecasts 
in June, its first full month of 
operation. Thanks to the heavy 
coverage given the Republican 
convention, the station had a high 
weekly average of 29 hours and 
38 minutes. 

Of the June schedule, more than 
58% originated locally and more 
than 50% of this was sponsored. 
Upwards of 30% of all program- 
ming was commercial. 


Decca Forms Sales Unit 


Decca Records, Inc., New York, 
has formed a subsidiary, Bruns- 
wick Record Corporation, to mar- 
ket a line of records under the 
Brunswick label through inde- 
pendent distributors. The new 
Brunswicks will retail for 75 
cents, and will consist of new re- 
leases, starting in September, of 
numbers by Woody Herman, Tony 
Martin, Charlie Barnet, Jimmy 
Dorsey and Bob Crosby. 
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Van Raalte Names FC&B Luria Appoints Rickard 


Van Raalte Company, New| Luria Engineering Corporation, 
York, has appointed Foote, Cone|New York, maker of standard 
& Belding, New York, to handle|“production built” buildings, has 
advertising for gloves, stockings| placed its advertising with Rick- 
and underthings. The account was /|ard & Co. Media plans include ex- 
previously handled by Amos Par-| ecutive magazines, business pa- 
rish & Co., New York. pers, direct mail and dealer aids. 


IN THE 1-3 POCKET Cucry Time! / 
SN 


Iver 37,000 circulation, in- 

cluding 25,000 league and 2515 

city association officials. The only 

magazine with 100% coverage of Wis 
ES “336 certified Bowling establishments 
{~ Bowling market, wide open after 

four years, produces $29! ,000,- 
100 annually—three times as much 
as pro. baseball. 


_ Write for our latest rate card today. 


whing 


THE BOWLER’S MAGAZINE 


| mm 
Official Publication of 
AMERICAN BOWLING CONGRESS 
2200 NORTH THIRD STREET 
MILWAUKEE 12, WISCONSIN 


>» 


FOR A 


COMPLETE PICTURE 


ED THD 


4 


% When you make up your advertising schedule you will 
need that piece of intensive coverage THe SouTHERN 


PLANTER provides in the South’s most profitable market. 
It’s Tors in the six states we call SourHERN PLANTER Lanp. 
From the top of Maryland to the tip of South Carolina— 
from west of the Appalachians to the shores of the Atlantic— 


more farm families read THe SourHerN PLaNter than any 


other farm paper. Its monthly visit has been made in this 


area for 108 years. Four generations of farm people have read 


and followed its advice. 


More than 300,000 SouTHERN PLANTER subscribers and 
their families are buying more things today than ever before. 


There’s a two-billion-dollar farm market here for everything 


that’s sold to make the farm more productive and farm living 


more enjoyable. Put THe SouTHEerRN PLANTER at the Top 
of the list to reach the Top farmers at the Tor of the Souru. 


Tue SOUTHERN PLANTER, Richmond 9, Va. 
441 Lexington Ave., New York 17 


333 N. Michigan Ave., Chicago 1 
West Coast Representative: SiMpsON-REILLy, LTD. 
Los Angeles, San Francisco, Seattle 


SERVING THE TOP FARMERS AT & 


&% 


‘So 


ta 


yTHERN \: 
“PLANTER 


* America’s Oldest Farm Paper — Established 1840 


More farm families in 
this area read The 
Southern Planter than 
any other farm paper. 
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Waring Switches Time 


The “Fred Waring Show,” 
heard on Mondays, 10:30-11 p.m., 
under sponsorship of the General 
Electric Company, switches to 
Thursday evenings, 10:30-11 p.m., 
effective July 29. The agency is 
Batten, Barton, Durstine & Os- 
born, New York. 


11 Plane Makers 
Plan Small or No 
Ad Budget Boosts 


(Continued from Page 1) 


Rejoins ‘Tribune’ | 

Edwin E. Dowell, former assist-| ,. , 
ant to the general manager of the | tiser during the war, compare- 
European edition of the New| tively speaking. Its employment is 
York Herald Tribune, Paris, has| up to 18,000—a postwar peak— 
rejoined the newspaper as a gen- | and it has been advertising for 
eral representative in the New| workers, principally because its 
5 Rha ns Dogar pry aon |AFL machinists are on strike. 

N. W. Ayer & Son is the agency. 


half ' 
oF years A Burepe Consolidated-Vultee indicates 


|at its present minimal pace. Most 
| of Convair’s promotion has been 
| turned on its Stinson division, and 
‘it has not yet put much advertis- 
ing behind the new Convairliner, 
|which went into service this 
'spring. The company makes the 


SAINT LOUIS | B-36, a mammoth long-range 


REPRESENTATIVES 


Kansas City, Mo. 
New York City, N. Y. 


New Orleans, La. 
Detroit, Mich. 
Chicago, Il. 
St. Louis, Mo. 
Dallas, Texas 
Houston, Texas 
Louisville, Ky. 
EXPERTS IN cc“ to display headquarters for Cleveland, 0. 
PLASTICS best results in plastics, displays Buffalo, N. Y. 
co and display racks, posters, lighted Philadelphia, Pa. 
couotyee signs, cutouts, electric clocks, sales Birmingham, Ala. 
“ae promotional items, miniatures and Atlanta, Ga. 
BENT Giass Odels, action displays . .. made to Jacksonville, Fla. 
FIRED GLAss pack a real sales punch! Dwinell Wichita, Kans. 
poy knows how. Let our creative de- Kalamazoo, Mich. 
masonite partment help you. Call your nearest 
PLASTER + representative today . . . or fill in | 4 few choice | orders 
PAPER se: deni Oia bliaati territories still 
COMBINATIONS pon eiow. © obligation. available. 


CHARLES L. DWINELL CO. Dept. 200 oi 
119 W. 8th St., Kansas City 6, Mo. 1 
Please have a representative call, bringing complete information about it 


pins Bg ARTI A GRRL Hy / 
ie sane ans | 


NAME 
ADDRESS 
CITY 
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TODAY! 


_business magazines, 


"A valuable contribution 


to Advertising Art" 


', , SAID A LEADING ART DIRECTOR 


Copies of this portfolio, containing demonstrations 
of art techniques by experts, are still available .. . 


with our compliments ... to professionals inthe graphic | 


arts. Write for a copy on your business stationery... — 


PORTFO 


The Vocabulary 


of Advertising Art 


COLLINS, MILLER & HUTCHINGS, Ine. 


207 No. Michigan Avenue, Chicago 


/to the public.” North American’s 


turer of military aircraft, North- 
-rop feels it “ought not to do any 
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| bomber. Young & Rubicam has; when this occurs “there probably , rate is indicated immediately- -o, 


| the account. 

Curtiss-Wright is currently 
using business papers, having 
dropped newspapers last fall. No 
|}immediate increase is likely, al- 
though the company believes it 
may begin some consumer adver- 
tising in 1949. C-W doesn’t build 
commercial airplanes, but is a 
large supplier of engines and 
propellers. Chas. Dallas Reach 
Company is the agency. 

Douglas reported that it is ap- 


| proaching the last of its 1948 pro-| 


| gram; the new campaign and bud- 
| get will be set up in September, 
-and no increase is likely before 
‘then. Currently the company is 
| promoting its DC-6 in newspapers 
running case histories on air 
| freight in Fortune and U. S. News, 
/and a business paper campaign. 

| Douglas has military orders as 
_well, including the Skystreak, a 
|Navy jet fighter. J. Walter 
| Thompson Company is the agency. 


Makes Canoes, Too 


| *Grumman_ expects little’ in- 
crease. Strictly a military plane 
| builder, Grumman was never a 
| heavy advertiser, and according 
_ to J. B. Rettaliata, advertising 
| manager, its current expenditures 
|are in the $35,000-$50,000 annual 
/bracket, in business papers. 
Grumman made a major switc 
at the war’s end, and began build- 
ing an aluminum canoe, and truck 
| bodies. It is currently building the 
_F8F, a modernized version of the 
wartime Hellcat, and a jet fighter, 
‘the F9F Panther. Grumman’s 
| agency for aircraft is Charles W. 
| Hoyt Company, O. S. Tyson & 


| e | 
'Co. for canoes, and it has done} 


‘no direct advertising on truck | 
| bodies. 
Lockheed will also review its) 


budget in September. As _ yet, 
“nothing has crystallized,” Cliff 
Stevens, advertising manager, | 


told AA. The thinking is that) 
conservatism is indicated because | 
are military. Lockheed, 


builder of the Constellation, is 


| 
| 


|currently using only aviation and gine 
| military publications, plus out-| 28€ncy. 


door, and plans “to ride along on | 
the status quo.” Foote, Cone &| 
Belding has the account. 

Martin reports it “has no new | 
plans.” Advertising program for 
the coming year is traditionally 
determined late in the preceding 
year to meet the changing picture | 
of a volatile industry. Martin is| 
currently using consumer and) 
plus a few | 
newspapers, promoting its 2-0-2) 
transport, and some copy devoted 


| to its burgeoning plastics business. 


Van Sant, Dugdale & Co. is the 
agency. | 


BBDO Has Ad-less Account 


North American is doing no ad-_ 
vertising and plans none. Edward | 
J. Ryan, director of public rela- | 
tions, told an AA reporter in Los | 
Angeles that “there is no need | 
to keep our name before the pub- | 
lic when we have nothing to sell 


only advertising in the postwar 
era was for the Navion, a four- 
place private plane, subsequently 
sold to Ryan Aircraft. Batten, 
Barton, Durstine & Osborn has 
the account. 

Northrop is not currently plac- 
ing either product or institutional 
advertising. Al Klein, advertising 
manager, said that as a manufac- 


advertising” because of adverse 
public reaction. This feeling was 
common among West Coast air-| 


| craft makers, AA’s reporter found, | 
'and Mr. Klein added that an ex- 


tensive campaign at this time 
would be “an obvious expendi- 
ture of the taxpayer’s money.” 
Northrop expects to have a new 
transport, the three-engined 


| “Raider,” in production for civil- 
|}ian use within a year or so, and | 


will be an advertising program of 


& Belding is the agency. 


Republic May Start 


The burden of the argument 
against advertising seems to fall 
into three phases: (1) It will add 
to the cost of the planes; (2) the 
public will resent it; (3) there is 
uncertainty about the allowability 
of advertising costs on military 
contracts. 

Republic expressed a different 
| view. It may use consumer media, 
although its present advertising is 
|confined to aviation business pa- 
|pers and service media. 
| change has been under considera- 


that its advertising will continue ang the Saturday Evening Post, | tion for some time, said Ken El- 


|lington, advertising manager, and 
“is not a result of aviation ap- 
propriations.” 

Republic, which built the dur- 
|able Thunderbolt during the war, 
branched out in the postwar era 
with the Seabee, a private am- 


bow—the fastest airline transport. 
|The Rainbow never came into be- 
ing; manufacture of Seabees was 
halted five months ago. 


‘Conclusion is Clear’ 


Republic is today a military 
plane maker, with one customer. 
The new orders won’t mean much 


| additional production, Mr. Elling- | 


ton said, but the possible switch 
'to consumer copy is predicated 


on the idea of supporting the Air | year. 
| Force, and explaining to the pub- | 


lic what it is buying. No decision | 
is slated to be made until the! 
last quarter of 1948. Albert Wood- | 


|ley Company is the agency. 


United Aircraft has done no 
consumer advertising since it took | 
large-space newspaper ads to| 
point up the significance of the) 
President’s committee report on 
air policy. The Vought division 
built Navy fighters during the| 
war, its Sikorsky helicopters have | 
been advertised intermittently, 
and it has, through Pratt-Whitney | 
division, a sizable parts and en- 
business. Platt-Forbes is the 


Norman V. Clements, director | 
of advertising, told AA “no, 
change in United Aircraft’s ad-| 
vertising budget or program” 
would result from aviation appro-| 
priations. 

The conclusion is clear. No re-| 
turn to the wartime advertising | 


This | 


phibian, and the projected Rain-| 


even 


eventually. The 


aire: aft 


|some consequence.” Foote, Cone makers—many of whom were se. 


|riously talking the need for g wy. 
"ernment subsidy only a short 
‘time ago—obviously intend i 


promote cautiously. 


BMB Subscriptions 
Now Total 706 


Broadcast Measurement Bure, 
New York, has signed 706 sub- 
scribers—the same number covy- 
ered in the BMB area report for 
Study No. 1. The list includes 59¢ 
AM, 97 FM and five television sta- 
tions. In addition, four nationa] 
and four regional networks are 
signers. 

Many of the FM outlets lined 
/up under the combination sub- 
scription plan, which offers com- 
|panies owning several types of 
|stations in the same city a fee 
| based on the combined revenue of 
| the outlets. 


Rolfs Names Klumb 
Junius G. Klumb has been ap- 
/pointed sales manager of the Rolfs 
personal leather goods division of 
Amity Leather Products Com- 
pany, West Bend, Wis. He suc- 
ceeds Fae A. Riddell, who was 
made sales manager of the Rolfs 
| handbag division. 


Simon Leaves WKBW 


| Arthur Simon has resigned as 
| vice-president in charge of man- 
‘agement of Station WKBW, Butf- 
|falo. He joined the station last 


ORGANIZED © 
TO PROGRESS: 
with the Growing 
DIESEL INDUSTRY 


| 2 WEST 45th STREET 
"aw YORK 19, Ne 
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There are more than eight 


and Virginia. Their $4!/, 
makes it a "must" on any 
the cost is reasonable. 


An EDWARD PETRY 


SHARE IN WWVA’S 
$414 BILLION MARKET 


With One Station 
One Cost 
One Billing 


and-coal belt which constitutes the WWVA area of 
Eastern Ohio, Western Pennsylvania, West Virginia 


FOR TIME BUYERS ABOUT 


AT MARKET AREA t 


million people in the steel- 


billion retail sales volume 
advertising schedule. And 


Man Has the Details! 
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Co., Mankato, Minn., is appearing in a new laminated wrap-around label, the 

reverse side of which lists three tested recipes. A top-of-can label carries a 

double money back guarantee. The Bob White Organization, Chicago, handles 
sales promotion and merchandising programs of Lakefish. 


W.C. D'Arcy 
Dies at 73 


St. Louis—William C. D’Arcy, 
73, who founded and served for : 
39 years as executive head of} He was a founder of the Ameri- 
D'Arcy Advertising Company) ‘4 Association of Advertising 
here, died in St. John’s Hospital| 48¢ncies and served as its presi- 
July 21 after an illness of six|%ent in 1922. He played a major 
months. | part in launching the global con- 

He had resigned as president of | °@Pt of Truth in Advertising in 
the D’Arcy agency in September, 1917-18 when he was president of 
1945, but maintained offices in the Associated Advertising Clubs 
the Railway Exchange building | °f the World. A pioneer of out- 


here to continue what he termed | @00r advertising, he made his 
“private interests.” He had re-|@s8ency one of the largest buyers 


linquished all holdings in the | of outdoor space in the country. 
agency, while retaining director- | 


ships in the Coca-Cola Company,| HARRY ELLIOTT 


New York, and the Mississippi San Francisco—Harry Elliott, 


publicity and during his tenure 
the agency conducted its opera- 
tions unobtrusively. He _ was, 
however, an important figure in 
the development of the agency 
business. 


Valley Trust Company here. Much 
of his time had been devoted re- 
cently to work on the Jefferson 
National Memorial, a St. Louis 
riverfront beautification project 
covering 37 square blocks. 


58, owner of his own advertising 
agency here, died July 7 at the 
San Rafael, Cal., General Hospital 
after a month’s illness. 

Mr. Elliott was Pacific Coast 
manager for Campbell - Ewald 


Although he had directed the|Company from 1922 to 1927 and 
largest agency west of the Missis-| was well known throughout the 
sippi, Mr. D’Arcy had never sought | West in the automotive advertis- 


Keep Your Eyes on Charleston / 
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Part of the New Plant Hagood of the South Carolina Power Company, Charleston, S. C. 


MORE INDUSTRIES DEMAND 
MORE POWER 


The rapidly expanding Charleston Industrial Area is demanding 
more and more power for its operations. To serve this demand 
the South Carolina Power Company has just dedicated and put 
into operation Plant Hagood—a giant new steam generating 
plant—and already has equipment under contract to double its 
capacity. 

This steady growth means new payrolls, new demands for goods, 
new homes, new citizens. .. The Charleston Development Board 
is spearheading this great work with facts, figures, and assistance 
to interested industries. 


The CHARLESTON EVENING POST and the NEWS AND 
COURIER completely cover this entire area thoroughly and at 
low cost. Write today for your copy of "The Carolina Market" 
and for any special data © 5 


interest to you. 


HE CHARLESTON EVENING POST 


CHARLESTON, SOUTH CAROLINA 


REPRESENTED BY THE JOHN BUDD CO, 


| 


88, who retired in 1942 as presi-| 
|dent and general manager of the 
|Scripps-Howard Supply Company, 


ing and public relations field. His} 
wife, Franc, is the only survivor. | 


WILLIAM M. DAY 


CINCINNATI — William M. Day, 


died here July 14 of a heart at- 
tack, 

Mr. Day became an apprentice 
printer in 1881 on the Cincinnati 
Enquirer after his classified ad 
asking for work as a painter erro-| 
neously listed him as a printer. 
He was hired by E. W. Scripps as 
a reporter for the Post here in 
1883. He later was business man- 


|ager of the Post and in 1907 be- 


came head of the newspaper sup- | 
ply firm. 


ERNEST JOHNSTON 


WASHINGTON—Ernest S. Johns- 
ton, 60, president of E. S. Johnston 
Advertising Agency, died here last 
week. 

Three times president of the 
Washington Advertising Club, and 


59 


its treasurer for four years until; Harry B. Cohen Advertising Com- 
his death, he had been an adver-|pany, New York. Before joining 
tising man for 41 years, and had | Badger & Browning & Hersey, Mr. 
been active in Community Chest | Mallinson was associated with 
and other civic programs. Paul Raymer & Co. 


Before opening his own agency rae api ole 
a year ago, he had been with the Hei] Boosts Carlson 
George A. Lewis agency here for | A Carteen. whe hes bam 
nine years, and with the adver-|.-<ictant sales manager, has been 
tising departments of the Wash- | appointed sales manager of the 
ington Post and the Times-Herald | body and hoist division of the 


a total of 25 years. | Heil Company, Milwaukee. 


LOUIS J. SCHEUERLE 


WEEHAWKEN, N. J.—Louis J. 
Scheuerle, vice-president and 
eastern manager of Irving-Cloud 
Publishing Company, died of a 
heart attack at his home here July 
11. He had been with the com- 
pany, publisher of Jobber Topics 
and Super Service Station, since 
1928. 


— 
2'/2 BILLION DOLLAR 


POULTRY INDUSTRY. MARKET 


ae. 3 
POULTRY supply dealer 


Pioneer Business Paper Serving The Poultry Industry 


Mallinson to Cohen 


Horton Mallinson, formerly a 
vice-president of Badger & Brown- 
ing & Hersey, New York, has been 
‘appointed media director of the! 


ROY M. LYNNBS. Publisher 
1230 Weshiagton Bivd., Chicogo 7, limon 
Write on Business Letterhead For Morket Dato Folder 
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rates .. 
rating la 
SHOWS 
RATES! 


7 Years 


Write, Wire 


SEPTEMBER 


VAILABLE 


TOP RATED 
RADIO SHOW 


AT A PRICE...NO INFLATION 


A Saturday half hour, at half nighttime 


AND LOOK AT TODAY'S RECORD: 


HOOPER Ist 6 months 1948 
OUR SHOW (Ist Place) Daytime......13.3 
Average daytime ............+6++2++ 4.9 
Average nighttime (Double Rate)..... 9.8 


NIELSEN October thru March 1948 
OUR SHOW (Ist Place) Daytime......12.9 


PULSE May-June 1948 
OUR SHOW (Ist Place) Daytime...--..13.3 


ADVERTISERS! 


SORENSEN 


AND COMPANY 
919 NO. MICHIGAN AVE., CHICAGO, ILL. 


. yet carried a higher Hooper 
st month (June 1948) THAN 83 
PAYING FULL NIGHTTIME 


on the Same Spot 


Rating 


or Telephone for Complete Details 


Advertising Agency 


DELAWARE 5030 
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Slocum Joins NBC 

Jack Slocum, former radio and 
publicity director of the New York 
Yankees baseball club, has joined 
the press department of NBC as 
magazine editor, succeeding James 
McLean, who recently resigned to 
open his own radio and television 
publicity office. 


Joins Erwin, Wasey 


New Soft Drink 
Institute Plans 
Big Ad Campaign 


(Continued from Page 1) 


, is not seeking a price increase but 
oan os re Fv fon Posts. ye is working to increase the current 
& Belding, has joined the creative |C@S¢ deposit required of retailers 
staff of Erwin, Wasey & Co., Los|from the current 50 cents to $1 
Angeles. per case. The two-cent deposit 


per bottle for consumers and the 
PREMIUMS 


50-cent deposit per case for re- 
tailers have been unchanged for 
15 or 20 years, while costs have 
risen greatly, he said. 


Self liquidating and give-aways. “The cost of manufacturing the 
Children's premiums created to fit your prodect.} soft drink bottle is about 5 or 6 
WALROB cents,” he said. “Even with the 


proposed increase in case deposits, 
the manufacturer will be regaining 


1525 E, 53RD ST. CHICAGO 15, ILL 


only about 50% of his investment 
through deposits.” 

Other problems to be dealt with 
by the institute, he said, include 
those related to vending machines. 
The institute will investigate the 
possibilities of reducing costs by 
collective buying of the machines 
and by purchase and operation of 
the vendor manufacturing facili- 
ties. Standardization of machines, 
with brand identification by vary- 
ing colors for different brands, also 
will be considered. 


16 Organizing Companies 


Other officers are: Ist vice- 
president, R. C. Conover, president 
of O-So Grape Company, Chicago; 
secretary, L. W. Bower, secretary- 
treasurer of Grapette Company, 
Camden, Ark.; and treasurer, J. 
Willard Pipes, Mission Dry Cor- 
poration, Los Angeles. 

Organizing members are: 


Clicquot Company, Milles, 


Mass.; Cow Boy Company, Win- 
netka, Ill.; Squirt Company, Bev- 
erly Hills; O-So Grape Company, 
Chicago; Dad’s Root Beer Com- 
pany; Grapette Company; Mission 
Dry Corporation; Bireley’s divi- 
sion of General Foods Corporation, 
Los Angeles. 

Lucky Club Company, St. Louis; 
James Vernor Company, Detroit; 
B-1 Beverage Company, St. Louis; 
Whistle Company, St. Louis; Sun 
Spot Company of America, Balti- 
more; Chocolate Products Com- 
pany, Chicago; A. J. Lehman Com- 
pany, Cincinnati; and Perkins 
Products Company, Chicago. 


Humphrey Appointed 

Gloucester Fisheries Associa- 
tion, Gloucester, Mass., has ap- 
pointed H. B. Humphrey Com- 
pany, Boston, to handle advertis- 
ing for national promotion of its 
products under the name Glouces- 
ter. 
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California Newspapers 
Advertising Managers 


Association 


GOLD TROPHY AWARD 
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*# BEST NATIONAL 
MERCHANDISING 
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Presented by 
Foote Cone and Belding 


Ventura County (Calif.) Star Free-Press 
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Radio America 
Postpones Debut 


Cuicaco— Radio America, he 
nation’s fifth major netw: rk, 
which was to have hit the .: ir. 
waves about June 15, still is px st. 
poning its debut from day to diy, 
George Roessler, representative of 
the net, told AA last week. 

There has been little change in 
the network’s position, he sad, 
since April (AA, April 12), «x. 
cept that an estimated 250 staticns 
now are reported in the fold, as 
compared to 162 at that time. 

Plans divulged several months 
ago included a proposal for the 
purchase of $6,000,000 worth of 
stock by a Chicago banking firm 
when a given number of stations 
had signed contracts. Although 
Mr. Roessler did not say so, the 
delay in activating the net prob- 
ably results from uncompleted 
contract negotiations between the 
net and affiliated stations. 

Meanwhile, in San Francisco, 
Paul M. Titus, head of Radio 
America and former Rochester, 
N. Y. newspaperman, radio ghost 
writer and station consultant, has 
pleaded guilty to a charge of il- 
legal sale of securities for the de- 
funct North American Broadcast- 
ing System, Inc. 


Move for Probation 


Mr. Titus and two associates in 
the North American company filed 
a motion for probation, which will 
be heard Aug. 9 in the superior 
court in San Francisco. Both Mr. 
Titus and Charles J. Husband and 
Rudolph J. Fjellstrom, the other 
two defendants, changed their 
pleas from “not guilty” to “guilty,” 
to the -San Francisco county 
grand jury indictment charging 
them with conspiracy to violate 
the Corporate Securities Act of 
California. 

The investigation of the trio’s 
stock selling activities, which led 
to their indictment, was conducted 
by the state division of corpora- 
tions. Investigators’ reports show 
that an estimated $12,000 to 
$15,000 worth of securities were 
sold in the state without proper 
registration as provided by the 
Corporate Securities Act. 

Division of Corporations Inves- 
tigator T. J. Lowe told AA that 
the principal purchasers appar- 
ently were employes and persons 
close to the organization. 

Network spokesmen in April 
had denied that any Radio Amer- 
ica stock had been offered to the 
public at that time. 


28 Stations Sign 
for NBC Recordings 


Twenty-eight radio stations 
have to date signed with the NBC 
Radio-Recording division for 
broadcast this fall of the NBC 
recorded series, “‘Touchdown Tips 
with Sam Hayes.” The series con- 
sists of 13 quarter-hour programs 
designed for weekly broadcast 
throughout the 1948 football sea- 
son. 

“Touchdown Tips,” now in its 
seventh year, will be recorded 
and manufactured weekly in Hol- 
lywood and shipped to subscribing 
stations in time for Friday broad- 
cast. 


Park Hay Joins Conklin 

DeWitt Conklin, New York 
stockholder relations counsel, has 
formed DeWitt Conklin Organiz:- 
tion and has admitted T. Park 
Hay to membership. Mr. Conk’:in 
is a former vice-president f 
Poor’s financial services. Mr. Hy 
until recently was vice-presidet 
of Campbell-Ewald Company, 
New York. 


To Moser & Cotins 


Saratoga Laboratories, Sarato.4 
Springs, N. Y., maker of Trace 
a water soluble, has appoint: 
Moser & Cotins, Inc., Utica al 
New York, to handle its adve: 
tising. 
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Washer, lroner 


Makers Propose 
‘19 Ad Campaign 


MacKINAC ISLAND, MicH.—A na- 
tional campaign to promote fuli 
mechanization of home launder- 
ing by use of washer, dryer and 
jroner is being considered by the 
American Washer & Ironer Manu- 
facturers’ Association. 

Such a drive, including cross- 
country distributor-dealer clinics, 
was proposed in a report by the 
jroner committee of the associa- 
tion at its annual summer confer- 
ence here. The report was pre- 
sented by I. N. Merritt, vice- 
president and general manager of 
Conlon division of Conlon-Moore 
Corporation, Chicago, chairman. 


Ironers Set Record 


Mr. Merritt suggested that a 
city-wide promotion of ironers by 
individual manufacturers sched- 
uled for Chicago in October 
should be followed by the national 
drive next spring. The proposal 
was approved by AWIA’s conven- 
tional washer division. 

Household ironers, Mr. Merritt 
said, are selling at a rate of one 
to every eight washers, the best 
ratio in the industry’s history. 

“No woman who uses an ironer 
regularly would give it up with- 
out a struggle,” he said. “But 
there is a famine of demonstrators 
and properly informed sales 
people, which serves to keep the 
appliance out of the hands of 
many ultimate consumers.” 

Roy A. Brandt, president of the 
association and vice-president of 
Maytag Company, Newton, Ia., 
said that the industry’s record 
postwar sales have resulted in an 
unparalleled $10,000,000 expendi- 
ture for enlarged and new plants. 
But he warned against over-op- 
timism. 

“Many manufacturers will lose 
out in the competitive process un- 
less we all can reactivate a dis- 
tribution and dealer setup which 
has become prosperity-flabby,” he 
said. 


Repair Parts Up 25% 


Cc. L. Atkinson Jr., chairman of 
the parts and service committee, 
said that sales of repair parts are 
the highest ever and that 1948 
sales will show a 25% annual in- 
crease, duplicating last year’s in- 
crease. He warned consumers 
against use of repair parts not 
made to strict manufacturing 
standards. 

The warning was seconded by 
Harry S. Smith, who represents 
supplier members. He said that 
several million dollars’ worth of 
“gyp” parts were used last year 
“to defraud women customers. 
Parts producers of this association 
will continue to turn down this 
illegitimate business, which is as 
much contrary to our best inter- 
ests as it is to the unit manufac- 
turer’s.” 

G. I. Cockerill, chairman of the 
association’s engineering and re- 
search committee, said that design 
and performance standards for 
washers, dryers and ironers codi- 
fied by the committee have gained 
general usage in the industry 
within several months. 


Research Methods Changed 


J. A. Drake, chairman of the 
new market research committee, 
ssid that 80% of the industry’s 
production soon will be reported 
by means of the McCarthy trading 
a’ea system. The association last 


January discontinued reporting 


sales by states in favor of this 
nore intensive method of analyz- 
ing territories, including 600 re- 
toil zones. 

Dr. 


LeVan Griffis of Armour 


Last Minute News Flashes (i 


DuMont Adds to Media List for Second Half-Year | 

New York—Allen B. DuMont Laboratories is boosting its advertis- | 
ing budget for the second half to total more than $1,000,000 for the | 
year 1948, said Norman M. Markwell, advertising and sales promo- | 
tion director. In the first half, about $340,000 was spent in direct | 
advertising, primarily in newspapers of New York, Newark, Phila- 
delphia and Washington. In August newspapers will be added in| 
Boston, Baltimore, Chicago and Los Angeles. A magazine campaign | 


may be launched. The direct newspaper campaign is in addition to| | 
about $500,000 to be spent on DuMont television receivers in coopera- 


tion with dealers. Buchanan & Co. 


is the agency. | 


Coty Readies Magazine, Newspaper Drive 


New York—Coty, Inc., will begin 


a campaign in September in news- | 


papers in 25 cities and these magazines: Charm, Cosmopolitan, Cue, | 
Glamour, Good Housekeeping, Harper’s Bazaar, Junior Bazaar, Ladies’ 


Home Journal, Life, Mademoiselle, Redbook, Seventeen, The New 
Yorker and Vogue. Holiday gift ads in December will appear in 109 
newspapers in 100 cities. The agency is J. D. Tarcher & Co., New 


York. 


‘Living’ Becomes Bi-Weekly; Cuts Price 

Bay SuHore, N. Y.—Living, which went into operation earlier this 
summer to provide a suburban magazine for Long Island’s South 
Shore, last week announced that it would henceforth be a bi-weekly 
instead of a weekly, and its copy price was cut to 10 cents. Loughton 
Smith, former Popular Science promotion manager who is president 
and publisher of Living, told AA that the publication is seeking more 
capital. He admitted that preliminary estimates of advertising volume 


had been over-optimistic. 


Continental Campaign to Reintroduce Rittenhouse 

PHILADELPHIA—Continental Distilling Corporation will reintroduce 
Rittenhouse straight rye, removed from the market in 1943. The back- 
bone of the drive will be newspapers, with the media and markets not 
yet set. Rittenhouse will be marketed both as bottled-in-bond 100 
proof, and straight 86 proof, and the whisky will start moving to re- 
tailers during the first week of August. It will be priced under the 
current market. Al Paul Lefton Company is the agency. 


Matchabelli Announces Fall Schedule 


New YorK—Prince Matchabelli, 


in September promoting perfumes in Life, The New Yorker, This 
Week Magazine, Vogue and the Metropolitan Group, plus independent 
newspapers throughout the country. The agency is Morse Interna- 


tional, New York. 


Inc., will launch a fall campaign 


Research Foundation and Illinois 
Institute of Technology, said that 
diversification of design and in- 
troduction of new principles in the 
manufacture of home laundering 
equipment has brought about im- 
proved electric motor controls for 
washers, research into economic- 
ally feasible, variable speed con- 
trols for ironers and perfection of 
new corrosion-proof ceramic coat- 
ings. 

Today manufacturers, perhaps 
unknowingly, are completely de- 
pendent for their materials, proc- 
esses, tools and general know- 
how upon what yesterday was 
classed as “long-hair research,” 
he said. 


Democrats’ Cost 
Nets $300,000 | 
LessThanGOP | 


New YorK—Coverage of the 
1948 Democratic convention cost 
the four major networks slightly 
more than $702,024, about $300,- 
000 less than they spent on the 
GOP meeting. 

The National Broadcasting Com- 
pany’s radio and television cov- 
erage cost a total of $275,000 in 
rebates to sponsors for canceled 
time and talent with nine hours 
of major commercial radio pro- 
grams canceled to permit complete 
convention coverage. 

This figure does not include the 
cost of engineering installations 
and other operational expenses 
involved in the assignment of 200 
NBC employes to Philadelphia for 
the convention. The network’s re- 
bates for the Republican conven- 
tion amounted to $325,000, mak- 
ing a total of $600,000 for the two 
conventions. 

The American’ Broadcasting 
Company gave 20 hours and 40 
minutes coverage time to the 
Democrats, with a time loss of 
$71,760. The network canceled 
slightly under six hours of com- 
mercial time, and operational 
costs, which included facilities for 
AM and ttelevision and _ staff, 


amounted to $60,000. ABC’s tele- 


vision coverage in Washington, 
Philadelphia, Baltimore and Bos- 
ton did not conflict with any com- 
mercial video programs. Network 
expenses totaled approximately 
$243,000 for the two conventions. 

Commercial time totaling $133,- 
264 was canceled by the Columbia 
Broadcasting System. Thirty-eight 
commercial programs amounting 
to 24 hours and five minutes were 
canceled. The network broadcast 
the convention for a total of 57 
hours and 47 minutes and spent 
$27,000 on operational costs. Tele- 
vision costs to the network 
amounted to $10,000. The two 
conventions cost CBS about $450,- 
000. 

Mutual Broadcasting System de- 
voted 28 hours of broadcast time 
to the Democratic convention at 
a cost of $100,000 for canceled 
commercials and had operational 
costs of about $25,000. This net- 
work spent about $180,000 on the 
two political conventions. 


‘Philadelphia Bulletin’ 


Names Sawyer, Ferguson 


The Philadelphia Bulletin, 
which heretofore has maintained 
its own national sales offices, has 
appointed Sawyer-Ferguson- 
Walker as national representative, 
effective Aug. 1. The Bulletin will 
close its Chicago and Detroit 
offices, but will retain its own 
Philadelphia and New York offices 
to cover the Atlantic Coast. 

Sam Salzman and Emmett Mc- 
Gill of the Bulletin’s Chicago 
and Detroit offices have joined the 
corresponding offices of Sawyer- 
Ferguson-Walker. The represen- 
tative organization has also added 
Gerald L. J. Mitchell, formerly 
with Hearst Advertising Service, 
to its Chicago staff, and has trans- 
ferred Bud Jobson from Chicago 
to Los Angeles. 


Bryans Joins McGivena 

Mortimer Bryans, for the past 
seven years with N. W. Ayer & 
Son, has been appointed vice- 
president of L. E. McGivena &| 
Co., New York. While at Ayer | 
Mr. Bryans was managing direc- 
tor of the agency’s London organ- 
ization, later working in the New 
York office. 
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ON WHEELS—This new ad of the 
Trailer Coach Manufacturers Associa- 
tion ran in the July 24 Saturday Evening 
Post. Also last week, the membership 
discussed possible changes in basic 
advertising policy at the annual TCMA 
meeting at French Lick, Ind. 


Schenley Holds 
Head-Hunting 
Seminar at Ritz 


New York —In the relatively 
cool dignity of the Ritz-Carlton 
last week executives of Schenley 
Distillers Corporation held a 
“seminar” to learn, among other 
things, who would be the next 
men to come and go. 

Although Schenley appears to 
hire and fire in waves, AA was 
told that this process is really 
rather continuous. 

Among recent changes: 


Thomas W. Casey is out as pub- 


lic relations counsel, but continues 
in an advisory capacity. He has 
opened a public relations office in 
New York. Carl Byoir & Asso- 
ciates is back actively as public 
relations counsel, with Frank 
Gavitt as account executive at 
Schenley. 


Hesse Coordinates Advertising 


Harold E. MacDonald, who su- 
pervised advertising, merchandis- 
ing and public relations, and who 
became a Schenley vice-president 


and director, has gone to House- | 


hold Finance Corporation, Chi- 
cago. 

John L. Leban, former Schenley 
sales executive, returned last fall 


as a “general executive” and is| 
now a vice-president and direc- | 


tor—probably supervising sales, 
among other things. 

S. I. Hesse, former Schenley ad- 
vertising director, returned there 
recently from Peck Advertising 
Agency, and now has the title of 
advertising coordinator, supervis- 
ing relations between the sales di- 
visions and their various adver- 
tising agencies. 

Walter Greenlee, also former 
Schenley advertising director, re- 
turned recently after long service 
with the Owen & Chappell agency, 
and has become general merchan- 
dising manager of Three Feathers 
Distributors, Inc. 

Executive changes that may re- 
sult from the current seminar 
have not been announced. No 
agency changes are said to be in- 
volved. 


Struck ‘Chicago Tribune’ 
Hits Alltime Ad Record 


In the 12 months ending June 
30, the Chicago Tribune carried 
more advertising than any news- 
paper ever carried in any 12- 
month period, the newspaper re- 
ports. Its 41,192,658 lines of ad- 
vertising were 15% greater than 
in the preceding year and 7,335,- 
628 more than any other paper in 
the same period. 

According to Media Records, 
the Tribune’s gain for the past 
six months, during which it has 
published by substitute methods 
because of the printers’ strike, 
amounted to 3,647,021 lines—68% 
of the 12-month gain. 


Milwaukee July 
TV Audience 
Nears 45,000 


| MimwavuKker—As of July 14, the 

2,779 home video installatiéns and 
| 908 public installations in Milwau- 
i provided a daytime listening 
audience of between 15,000 and 
20,679, and a nighttime audience 
ranging from 36,557 to 44,409. 

These and a host of other up- 
to-the-minute facts on Milwaukee 
television are revealed in a study 
made for Cramer-Krasselt Com- 
pany, Milwaukee agency, by E. W. 
Baader Company, independent re- 
search organization. The study 
was made by personal interview 
with 12% of the set owners, and 
audience figures were gathered by 
actual counting of those listening 
while the interview was made. 

In a five-day period from 
Wednesday through Sunday, in- 
terviewers discovered that the per- 
_centage of sets turned on, on each 
|of the five nights, was as fol- 
| lows: 


Private Public 
Sets On Sets On 


% % 
Wednesday ....... 62.6 80.0 
EE 73.5 79.3 
Ar 64.9 66.7 
Ce Cue ane wks 85.7 66.7 
eee 57.3 71.4 


Number of viewers per set 
ranged from a low of 2.1 for day- 
time home viewing to a high of 
33.3 for nighttime viewing in pub- 
lic places. 


‘Better Than. Expected’ 


Sponsor identification of TV 
programs ranged from 88.8% who 
identified Gettelman beer as spon- 
sor of Thursday wrestling 
matches, to a low of 60% who 
identified Camel cigarets as spon- 
|sor of the Wednesday, Thursday, 
| Friday Movietorie newsreel. Base- 
| ball games were eorrectly identi- 
fied as to sponsorship (Ford) by 
85.9%. 

WTMJ-TV, Milwaukee Journal 
station, is the only local video 
station on the air. When inter- 
viewees were asked how they 
rated the station’s programs, 
92.3% said they considered them 
as good or better than they ex- 
pected when they purchased a set. 

The survey also indicated that 
the nighttime video audience in 
public places is composed of ap- 
| proximately four men to every 
woman, while at home the audi- 
ence composition is women, 31.8%, 
men, 56.3%, and children, 11.9%. 


Newell-Emmett Gets 


Part of Squibb Account 


E. R. Squibb & Sons, New York, 
has appointed Newell-Emmett 
Company, New York, to handle 
institutional advertising for den- 
tal cream, angle toothbrush and 
for business paper advertising. 
William Douglas McAdam, New 
York, continues to handle adver- 
tising for cod liver oil and medi- 
cal journal promotion. Squibb 
was formerly handled by Batten, 
Barton, Durstine & Osborn, New 
York. 


Patterson Named A.E. 
At Benton & Bowles 


Don D. Patterson, who retired 
as director of national advertising 
for Scripps-Howard Newspapers 
last fall (AA, Oct. 27, 1947), has 
been named an account executive 
of Benton & Bowles on the Florida 
Citrus Exchange account in Lake- 
land, Fla. 

The account will still be headed 
by David J. Kepner, B&B vice- 
president in New York. 


Sheatfer Drops Agency 

W. A. Sheaffer Pen Company, 
|Fort Madison, Ia., has shifted its 
lspace advertising from W. W. 
|Garrison & Co., Chicago, to Rus- 
isel M. Seeds Company, Chicago. 
|\Seeds handles radio advertising 
|for Sheaffer. 
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GEE WILLIKINS, ZERO~ DO 
[pes | YOU THINK ANYBODY WILL 
ais REMEMBER MY BIRTHDAY ? 
41] \ I SURE WOULD LIKE TO GET 
v3 A BIRTHDAY CARD FROM 


HONEST, MRS. MEANY~ 
DON'T YOU THINK J 
ANYONE WILL SEND 

ME A BIRTHDAY 


reser e fh fee 
EP eeu rcs 


OH, LOOK! ITS A PARADE~ fig?’ 
AN’ IT'S COMIN’ THIS WAY 
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KY 
v O WE 
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SEND YOU A BIRTHDAY | 
CARD! HA, HA, HO, HO!! 
WHY, YOU SILLY LITTLE 


ul] OH, WELL, I GUESS THERES 

| JUST NO USE EVEN HOPIN~ 

Sah MRS. MEANY IS RIGHT 

Liaw WHY SHOULD ANYONE 
| A 


=] REMEMBER MY 


if 


% _ 
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GLORYOSKY, 
MR.LETTER 
CARRIER~ 


ye 2 
1 


THEY'RE ALL FOR YOU, 
ANNIE ~ THEY'RE 
BIRTHDAY CARDS! 


<A 


-¥ , 
- 
“ 
i 


nd | 
Syndicate, Inc., World rights reserved. 


_ | YEP, YOU GOT 15,000 BIRTHDAY CARDS 
KS RIGHT HERE, ANNIE ~ ALL FROM PEOPLE 
Mi WHO LOVE YOU! 


The date of Little Annie Rooney’s 
birthday was practically a secret. 


The only time it was ever disclosed was in an 
incidental manner, when it was merely men- 
tioned once in one panel of the strip. 


Yet fifteen thousand birthday cards arrived 
for Annie, and they came from every corner 
of the country. 


Those bushels of birthday cards sent to a 
pathetic little girl who existed only in the 
minds and hearts of millions of people, were 
evidence of the emotional impact of the edi- 
torial appeal of PUCK, THE COMIC WEEKLY. 
For Little Annie Rooney, and all the characters 
featured in the editorial pages of PUCK, THE 
COMIC WEEKLY, are rooted deep in the lives 
of millions of people. 


\ What Lools Nese Mortals be!” 
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The comics are so effective in influencing 
people’s attitudes, ideas and opinions, that 
they are recognized as one of the most power- 
ful social forces in America today. 


Dozens of new concepts in learning, travel- 
ling, working and living were created in and 
spread through the editorial pages of PUCK, 
THE COMIC WEEKLY. Jiggs created a new 
taste in food with corned beef and cabbage, 
Flash Gordon’s friend, Dale, started a new fad 
in fashions with the midriff blouse, Popeye 
made spinach a popular health habit. 


For over 17 years, American business has 
been using PUCK’s powerful force successfully 
to sell goods. In January 1948, for example, a 
mail-order book publisher used a double spread 
to sell a set of encyclopedias. The response was 
phenomenal. If you haven’t heard the story, 
we will be glad to give you the details. 


The Only NATIONAL Comic Weekly 
A Hearst Publication 
63 Vesey Street, New York 7, N. Y. 
Hearst Building, Chicago 6, Illinois 


OH, MY GOODNESS 

GRACIOUS~ 15,000/! 
BUT HOW DID THEY 
KNOW IT WAS MY 


BIRTHDAY ? 
cP 7-7 ie = be 
DN. > es 
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The Only National 
Comic Weekly! 


PUCK, THE COMIC WEEKLY and 
the comic section of the Philadelphia 
Bulletin are distributed with 16 great 
Sunday newspapers from coast to 
coast, reaching more than 8,200,000 
families in more than 7,000 communi- 
ties of 1,000 and over, and a multitude 
of smaller ones as well. 


In PUCK there is assembled the 
greatest all-star cast of characters 
ever presented to the public, including 
Blondie and Dagwood, Jiggs and 
Maggie, The Katzenjammer Kids, The 
Lone Ranger, Steve Canyon, Tillie the 
Toiler, Flash Gordon, Donald Duck. 
They evoke a loyalty and response 
unmatched even by most stars of stage, 
screen, or radio. 


The influence of these characters 
upon more than 22,000,000 adult and 
young readers, has been utilized by 
advertisers like: 


Procter & Gamble Company 


Ever since 1934, Procter & Gamble 
products have been advertised con- 
sistently in PUCK, THE COMIC 
WEEKLY. This has meant an expen- 
diture of $2,223,850 in this one medium. 
Only profitable and consistent results 
can justify such a record. 
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